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“I Found a Million-Dollar Baby in 
a Five-and-Ten-Cent Store” seems to 
have become a popular theme song 
in the offices of magazine publishers. 

ce we 

“Among the Nudists’” has created 
something of a furore among the 
clothing manufacturers, who are 
wondering just how far this thing 
will go, anyway. However, the 
Merchandise Manager says that lots 
of garment men swear that people 
in this country stopped wearing 
clothes long ago. 


* * * 


A Chicago newspaper printed the 
picture of a pretty lady in the act 
of weighing her clothes, which tipped 
the beam at 1% pounds. But the 
bills her husband gets are probably 
just as heavy as if she still wore 
petticoats and corsets. 


* * * 


In fact, since the art of wearing 
clothes, from the feminine stand- 
point, has been a development of 
consistent reduction of the product 
and the package, the problem of the 
ready-to-wear trade has been to sell 
less and less for more and more. 


* * * 


The only people in the clothing 
and related lines who have a real 
kick coming are the hat manufactur- 
ers. The horses have quit wearing 
straw-hats in the summer-time. 


* * * 


A night-before edition of a big- 
city morning newspaper recently ap- 
peared with the old date-line still in- 
tact—true in fact, but wrong for the 
purposes of the circulation depart- 
ment. And yet some people say 
newspapers never print the truth. 


* * * 


“You don’t like a heavy mop, do 
you?” the Fuller Brush salesman is 
supposed to suggest to the busy 
house-wife. 

“To be frank, I don’t like any kind 
of mop,” the housewife is not ex- 
pected to reply, but may if she is as 
truthful as she is busy. 


* * * 


Bernarr Macfadden told the Buf- 
falo Advertising Club that he’s gone 
without breakfast for forty years. 
That’s a long time between soft- 
boiled eggs. 


cb 


Believe-It-or-Not Ripley describes 
a new kind of transparent egg, 
which can be produced by special 
feeding. C. B. Barr inquires to 
know if this means that Cellophane 
has discovered a new market. 


* * * 


An agency copywriter has revealed 
that there are eight half-pints of 
cream in every pound of Clover- 
bloom butter, and is now trying to 
convince the consumer that this is 
not a half-pint idea. 


* * * 


A correspondent has been im- 
pressed by the number of pretty 
faces (names and addresses given) 
appearing in recent Lucky Strike 
advertisements, and fears that the 
A. T. Company may wake up to find 
itself in the matrimonial agency 
business. Well, Cupid as a Lucky 
Strike salesman wouldn’t do so 
badly. 

* * * 

The way to a woman’s heart may 

be through her cigarette-case. 


Copy Cus. 


NEW YORK BARS 
TRADE NAMES IN 
RADIOLISTINGS 


Newspapers Also Delete Names 
of Sponsors 


New York, July 23—Every news- 
paper in New York discontinued the 
publication of trade names and the 


Roy W. Howard, chairman 
of the board of the Scripps- 
Howard Newspapers, among 
those adopting the new policy 
on radio. 


names of sponsors in its radio col- 
umns, effective Wednesday morning. 

Only the names of the artists are 
mentioned, reducing the amount of 
space heretofore devoted to radio 
programs. 

The action is said to have been 
taken on the initiative of the pub- 
lishers themselves, and to be one 
they have long considered. 

About four years ago New York 
newspapers adopted a similar pro- 
gram which lasted for about 10 days, 
when it was broken by one of the 
leading papers which came out with 
the trade and advertisers’ names, a 
policy which has since been followed. 

Most of the publishers described 
the new plan as an editorial policy 
having nothing to do with their ad- 
vertising departments. They pointed 
out that a similar plan has been in 
vogue in Cleveland, Cincinnati, Pitts- 
burgh, and elsewhere. 

Following a conference of officials 
of the Columbia Broadcasting Sys- 
tem Wednesday afternoon, the fol- 
lowing statement was issued by 
Jesse S. Butcher, director of public 
relations: 


Radio Viewpoint 


“In the long run ail wise and suc- 
cessful newspapers seek to satisfy 
the legitimate demand of their read- 
ers for information. In our judg- 
ment it is the readers who will 
finally determine whether the new 
plan of program listing adequately 
serves their needs. 

“The program listing is to enable 
the newspaper reader to use his or 
her selection of the many programs 
offered, or to locate the particular 
program which he or she may desire 
to hear. Any form of program list- 
ing which defeats these ends will, 


(Continued on Page 12) 


Canada Adopts New 


Basis for 


Taxation 


of U. S. Publications 


Delay Application 
of Newspaper Tax 

Ottawa, Canada, July 24—(By 
wire)—Premier Bennett announced 
that the tax of 15 cents per copy on 
newspapers consisting largely of 
fiction, feature stories or comic sup- 
plements, will not become effective 
until proclamation is made by the 
Government. 

This policy is due to representa- 
tions that certain companies will be 
seriously hurt if they are not al- 
lowed to fulfill existing contracts. 
The prime minister also indicated 
there is danger of a Canadian mo- 
nopoly on comic supplements. 


Another amendment introduced 
by Premier Bennett admits religious, 
educational, scientific or fraternal 
publications without duty when such 
magazines “are maintained in the 
interest of religious, educational, sci- 
entific, philanthropic, agricultural, 
labor or fraternal organizations not 
organized for profit and none of the 
net income of which inures to the 
benefit of any private individual.” 

Though third reading is yet to be 
given the new tariff bill, no further 
changes are expected. 

The Government will issue a list 
of publications placed on the free 
list. 


Ottawa, Canada, July 21—Mak- 
ing important modifications in his 
previous attitude toward United 
States publications, Premier Bennett 
presented an entirely new tariff 
schedule to the House of Commons. 


This changes the tariff on maga- 
zines from 15 cents a pound to 5 
cents a copy; imposes a tax of 5 
cents a copy on trade papers, which 
were to have been admitted free; 
and adds a tax of 15 cents a copy on 
Sunday newspapers and fiction mag- 
azines which carry little or no ad- 
vertising, but make a profit on their 
circulation. 


The new regulations, if adopted by 


the House of Commons, are effective 
September 1. 


The new basis of duty is the vol- 
ume of advertising carried in each 
publication. The impost will be 
only 2 cents a copy when the space 
devoted to advertising is between 20 
and 30 per cent of the total content; 
5 cents when it exceeds 30 per cent; 
and nothing when it is less than 20 
per cent. 


This schedule applies to “maga- 
zines, including agricultural, busi- 
ness, technical and trade journals, 
unbound or paper bound, which by 
reason of their advertising content 
are subject in the country of origin 
to zone rates of postage based upon 
such advertising content.” 


Hit Sunday Papers 


The provision which hits Sunday 
newspapers and magazines devoted 
almost exclusively to fiction reads: 

“Periodicals or portions of news- 
papers consisting largely of fiction, 
feature articles or comic supple- 
ments, per pound, general tariff 15 
cents. Provided that the duty under 
this item shall not be less than 15 
cents per copy under the general 
tariff.” 

Magazines published in other than 
the French or English languages, as 
well as newspapers, unbound, not 
mentioned above, and tailors’, milli- 
ners’, and mantua-makers’ fashion 
plates, when imported in single cop- 
ies in sheet form with periodical 
trade journals, are admitted free of 
duty. 

George C. Lucas, executive secre- 
tary of the National Publishers As- 
sociation, New York, who attended 
the meetings of the ways and means 
committee of the House of Commons, 
at which the new schedule was an- 
nounced, said most United States 
magazines will come under the 5- 
cent rate. 

On the newsstands, he explained, 
the increase will be somewhat more 


(Continued on Page 10) 


Last Minute News Flashes 


To Rent Sales Space in Beauty Shops 


Chicago, July 24—Mary E. Hall, president of the Milky Way Com- 
pany, has announced a plan of renting space in the reception rooms of 
beauty shops throughout the country. 

Complete cosmetic departments in charge of experts will be estab- 
lished in this way. The company has also opened a new facial salon on 
Michigan avenue to serve as a training school. 


U. S. to Study Regional Buying Variations 
Washington, D. C., July 24—Definite information on regional differ- 
ences in buying habits for various commodities will be studied by the 
Department of Commerce. Buying of furniture will be the first studied. 


R. G. Perkins New Scholl Advertising Manager 


Chicago, July 24—R. G. Perkins, formerly with the Scholl Mfg. Co., 
Chicago, has been appointed advertising manager, effective August 3. 


The title has been open for some time. 


Mr. Perkins has been in the 


Chicago office of Boot and Shoe Recorder, as assistant to B. C. Bowen. 


Frigidaire Prints 500,000 Copies of Magazine 


Dayton, O., July 24—The Frigidaire Corporation has begun publica- 
tion of “Modern Era,” a 24-page magazine printed in four-color rotograv- 


ure. The initial run was 500,000. 


BROADCASTERS 
SEEK UNIFORM 
MARKET FORMS 


Regional Meeting Discusses 
Needs of Radio 


San Francisco, Cal., July 23— 
The country’s broadcasters are ready 
to put their medium on a competitive 
basis, it was indicated at a meeting 
of the Western division, National 
Association of Broadcasters, this 
week, ; 

The sessions were given over 
largely to a discussion of a standard 
station market data folder and co- 
operative advertising of the medium. 
It was also indicated that some sta- 
tions fail to observe the rates on 
their cards and at least one expert 
predicted radio stations would be 
forced to adopt the special represen- 
tative system which prevails in the 
newspaper field. * 

Walter J. Damm, president of the 
association opened the meeting with 
a warning: 

“If ever broadcasting needed a 
unified front to present to the ad- 
verse influences which are working 
against it, it is today. 

“It is unfortunate that the major- 
ity refuse to recognize this fact.” 

Mr. Damm said the major objec- 
tives of the association are promul- 
gation of a uniform station market 
data folder and compilation of com- 
parative station operating costs. 


Must Waive Prejudice 


“If this is to be done,” he said, 
“and there can be no serious debate 
of its need, broadcasters must waive 
some of their prejudices and hobbies 
on these subjects. Until a uniform 
accounting system is used, no station 
will know what its costs are and 
what they should be. 

“Until a standard station market 
data folder is presented, advertisers 
and agencies are going to pay little 
attention to the material they do re- 
ceive, due to the fact that a few 
rotten apples spoil the good ones. 

“A co-operative plan of advertis- 
ing by broadcasters might help 
also.” 

Harold A. LaFount, member of the 
Federal Radio Commission, described 
how broadcasting has progressed. 

“Radio broadcasting stations have 
become trustees of a tremendous 
public responsibility,” he said. “Run- 
ning a broadcasting station is more 
than just earning a living. 

“The next duty of broadcasters is 
to raise broadcasting stations above 
rate-cutting, radio time brokers, 
medical quacks, astrologers, star- 
gazers, false stock brokers promot- 
ers, and others of like ilk. 


Against Short Programs 


Among these practices is included 
the five-minute program. So far, I 
have never heard of one of, these 
programs that justified itself. In 
my opinion, the station accepting 
five minute programs is giving away 
that which follows or precedes it.” 

Henry A. Bellows, vice-president, 
Columbia Broadcasting System, 
spoke on “Legislative Problems.” He 
described the defeat of the Vestal 
Bill last winter, describing it as a 
“copyright racketeering bill, and 
only one of a group of stupid and 
vicious measures proposed for na- 


en oe a Pager ty." ae fe Cae Ts ee Pn oS | ‘Soe > Re a any. Fe ae oe ee en a8 1 ae - ioe Moesr ae’ 4 Te eel, Mi Y i et 
pec Sy? el aa ae oes e* oS i frie eerie NM Paes e Rees <A Sra mr pad ahi Pen ros cielo ee eee ing na ean aes aa! eg re a tS Nace Oude 
d 2 5 ea aed eine) Tae os De i ' ; Palla cas ae ee. WER eae 8 ee? Le Bel tes a as te eee pate ae 
oe Ser ae : ee gee Le oe te oes ma ce 5 I gr ae TS eee ee eee ee ae 7 : pj ; : eet | ae a ers ee , 
bok we WF Min ieee ry ek Z Zz #300 : ne OR Ne ee ae, tals Mae nS RL + nl it Oh i Ss eam ee oe x ae, iy ae a 5 ‘ is ¢. FOF z 
s ee 
‘iret enc meee 
aes Sa ach te Se 
ee ean gO 
ah 
pee - 
“be ee 
= 
hye iv 
ee Ae 
a bo 
a : 
ae ee 
7 
3 ' 
ge Whe, 
< ee 
uel P. 
oe alien iamaitiaiaininn NS Sa aes eIEEE ir BE 
a —— eee eee =" 
aint a eee ee ee RE ee ee NR - 
— ——————————————— EEE ee ——— be 
a. : 
- 
_ bi 
——— ris Se hn 
2 Tey 
fat Paes 
vag " eee 
aa 3 ned ve z 
: | ia tae 
: 
; | ome 
| o_o | ‘i 
| oe a “Tah gegen 2 
} - a - *4 ra 7 yr 3 
. a a ee | 
a 2 
— ' i | 
q | 
is wee & j | 
— — - oa 
a a * 7 
sf sie bs 4 « +o 
ho 7 es, ‘* 
ir? | ee -% 2 ‘Se 
e. & hs # ¥ : 7 
hat a ae bs ae 
: = Sahics ae 
a : - ——— 7 youre 
Ce a : ? 
. 2 — A ihe : 
ee, ee . “3 
| —_ ee 
ae 
Soe ola gion mt 
ee, ay ee ct 
7 3 << = ; 5 
a ee : <A alm ; 
: 
: Pe 
re 
| 
7 3 wens | | a 
fie ¥. 
fait’ ere Tee 
oa an aan aie 
| ee eee 
bc ai ‘ 
aire pe Shem 
ithiggs =O 
a pee : ase 
Beers se 
ele. Pe 
Stee : ; 
tia pies si wi 
ae 
7 
Pe 
a 
—_ | ee 
é 
ee 
en 
a . 
_ 
: : Po? Joe ; re even : : ree Pu Sees ec : : 
haat Spoke ; 
r ex Daa = 
So eg ne ee * ieee 


? 
7 
: 


ADVERTISING AGE 


July 25, 1931 


tional or state enactment against 
radio.” 

Out of the discussions came this 
consensus: 

“That the great need of radio 
broadcasters is for a central clear- 
ing house, where information can be 
given to those contemplating using 
radio as an advertising medium. 

“That the matter of government 
control is a serious menace to the 
present broadcasting system. If the 
Government takes over the control 
of radio, broadcasting will resolve 
itself into more or less of a private 
hobby.” 


Urges Better Methods 


Don Gilman, vice-president in the 
Pacific Coast division of the Na- 
tional Broadcasting Company, criti- 
cised radio stations for their hap- 
hazard business practices. 

“The broadcasting fraternity 
knows less about the services of an 
advertising agency, and the under- 
lying principles of recognition,” he 
asserted, “than any other advertis- 
ing medium. 

“The average broadcaster seems 
to believe that anyone calling him- 
self an advertising agent should be 
recognized just as completely as any 
other agency. Older mediums learned 
long ago that there are certain 
fundamentals which should be in- 
vestigated before such recognition is 
given.” 

Mr. Gilman pointed out that the 
charges of some stations for remote 
control broadcasting are less than 
the station pays the telephone com- 
pany for the service. 

“Broadcasters are criticised for 
much of the advertising accepted,” 
he continued. “If we are to make 
constructive progress, it is our duty 
to establish standards. Unless we do 
so, some one else will do it for us. 
It is up to us to clean house.” 

Miss Florence Hale, of Augusta, 
Me., newly elected president of the 
National Education Association, pro- 
vided an interesting sidelight during 
the convention when she issued an 
interview to newspapers saying the 


TO PUBLISH BOOKS 


Ray Long 


radio announcer is no longer a joke, 
but a menace. 

“Most of the announcers,’ she 
said, “are constantly murdering the 
King’s English.” 

Mr. Gilman replied that an- 
nouncers on both the major systems 
are going to school to improve the 
situation. Henry Bellows, of the 
Columbia Broadcasting System, Ra- 
dio Commissioner Lafount and Mr. 
Damm entered denials of Miss Hale’s 
charges. 


Reject Cotton Money 


A suggestion that all-cotton paper 
be used in the manufacture of $1 
bills, in lieu of the combination of 
cotton and linen now employed, has 
been rejected by the Treasury De- 
partment. 


Census Report Ready 


Volume 1 of the 1930 census has 
been issued by the Department of 
Commerce. It contains 1,272 pages 
giving the distribution of the coun- 
try’s population. The price is $2. 


Going Places 


Seeing 


People 


Doing Things 


In the field of general business publications it is The Business 


Week. July finds The Business Week 


— first, for the year thus far, in space carried by general 


business publications 


— thirteenth in the space record of all leading pub- 
lications, as compared with twenty-fifth place for the 


first six months of 1930 


—the only one of twenty-five leading publications 
for the first half of 1930 to register a gain in the 
corresponding period of 1931 


— getting a kick out of watching each succeeding 
issue beat the corresponding number of 1930 


— introducing new advertisers to its readers in almost 


every issue 


— looking forward confidently to the months and 


years ahead. 


The Business Week extends grateful acknowledgment to the 
advertisers (181) and advertising agents (112) whose keen sense 
of advertising values has made these statements possible. 


THE BUSINESS WEEK 


A Journal of Business News and Interpretation 


NEW YORK - CHICAGO - SAN FRANCISCO - DETROIT 
ST. LOUIS - PHILADELPHIA - BOSTON - CLEVELAND 
GREENVILLE - LOSANGELES - LONDON 


A McGRAW-HILL PUBLICATION 


RAY LONG TO 
LEAVE HEARST: 
BURTON NAMED 


New York, July 23—Ray Long, 
president of the International Maga- 
zine Co., and editorial chief of Cos- 
mopolitan Magazine, will retire Oc- 
tober 1 to become chairman of the 
board of Richard R. Smith, Inc., 
book publishers. 

The new editor of Cosmopolitan 
will be Harry Payne Burton, former 
editor of McCall’s and now editor of 
Physical Culture and consulting edi- 
tor of Liberty. 

The New York Herald Tribune 
commented as follows: 

“The retirement of Mr. Long 
marks the departure of one of its 
most interesting personalities from 
the magazine field. 

“He and George Horace Lorimer, 
of the Curtis publications, and Rob- 
ert H. Davis, of Munsey magazine 
fame, probably are known person- 
ally to more authors than any other 
editors, and the numbér of books 
dedicated to Mr. Long during the 
last decade by writers, who have 
prospered through his editorial 
beneficence, is said to exceed those 
dedicated to any other living person. 

“He early gained reputation for 
taking halting and lame _ publica- 
tions under his wing and breathing 
life and expansive circulation into 
them. He appears on the basis of 
his record to have manifested an 
extraordinary capacity for diagnos- 
ing the public literary taste of the 
moment and supplying the desired 
material. 

“The circumstance is regarded as 
all the more remarkable when it is 
known that Mr. Long never received 
any regular education beyond his 
scanty grammar school days. 


Guided by Sound 


“O. O. McIntyre, one of his closest 
cronies, said that it was a jest 
among his friends that Long ‘does 
not yet know what a split infinitive 
is,’ and that ‘Long knows grammar 
only by ear; that is, it is right or 
wrong grammatically only if it 
sounds right or wrong to him.’ 

“Mr. Long is 53 years old. He 
was born in Lebanon, Ind., March 
23, 1878, and became a reporter on 
the Indianapolis News in 1900 after 
a brief experience as a messenger 
and copy boy. 

“While on this paper he formed 
deep friendships with Roy W. How- 
ard, of the Scripps-Howard news- 
paper chain, who also held a modest 
post on the paper; Booth Tarking- 
ton, George Ade, Meredith Nichol- 
son and others of the Hoosier school 
of literature. 

“In 1905 Mr. Long became manag- 
ing editor of the Cincinnati Post and 
he held a similar rank on the Cleve- 
land Press from 1908 to 1910. In 
the latter year he embarked in the 
magazine field, becoming associate 
editor of Hampton’s Magazine and 
later editor of The Hampton Colum- 
bian. 

“He then took over the editorship 
of The Red Book, The Blue Book 
and The Green Book magazines from 
1912 to 1918. 

“On January 1, 1919, Mr. Hearst 
made him president and editor-in- 
chief of the International Magazine 
Company, Inc., which gave him 
editorial supervision over Hearst’s 
International - Cosmopolitan, Good 
Housekeeping, Harper’s Bazaar, Mo- 
tor and Motor Boating.” 


Radio Stations 
Fight State Tax 


Radio stations of Louisiana refuse 
to pay the state license tax on the 
ground that they are engaged in 
interstate commerce. 

The case will be taken to the 
courts. 


Agency for School 
Speechcraft, Inc., Chicago, insti- 
tution for the development of better 
speech and _ correspondence, has 


laced its advertising with Corning, 
ne., St. Paul, which will use maga- 
zines. 


LEADS ENDORSEMENT 


Ralph Starr Butler 


Must Employ 
Druggist to 
Sell Magnesia 


Minneapolis, Minn., July 23— 
Though ruling that milk of mag- 
nesia is a household remedy and not 
a proprietary medicine, the Minne- 
sota Supreme Court affirmed judg- 
ments of the Minneapolis Municipal 
Court finding the F. W. Woolworth 
Company and the S. S. Kresge Com- 
pany guilty of violations of the State 
law by selling the product at their 
stores without employing licensed 
pharmacists. 

The Municipal Court of Columbus, 
O., held last week that aspirin is a 
household remedy and therefore not 
subject to a similar state law. 
(ADVERTISING AGE for July 18.) 

“The fact,” said the Minnesota 
court, “that such a medicine, prop- 
erly prepared, is harmless, and that 
it is sold in the original package of 
the manufacturer, does not except 
its sale from the restriction.” 

The pharmacy law was held con- 
stitutional as against objections that 
it is arbitrary, unwarranted and 
without benefit to public health or 
welfare, and is an unlawful and un- 
reasonable discrimination and _ re- 
straint on an article of merchandise. 


Montana Ruling 


Helena, Mont., July 23—The At- 
torney General of Montana has ruled 
that any dealer in general merchan- 
dise may handle patent medicines 
and toilet articles in the manufac- 
turers’ original packages, if plainly 
labeled, without securing a drug- 
gist’s license. 


Veteran Automotive 


Advertising Man Dead 
Richard Bacon, 55, died suddenly 
at his home in Detroit July 16. Mr. 
Bacon was the first automotive ad- 
vertising manager in the United 
States, having held that position 
with the Haynes Automobile Com- 
pany. 

He was at one time with the Hud- 
son Motor Company as district man- 
ager and was also European repre- 
sentative for the Paige Detroit Com- 
pany. 

He was connected with the Detroit 
office of the Automotive Daily News 
for a number of years and was with 
Brotherton, Inc., Detroit advertising 
agency, since its inception. 


Circulation Basis 


of Advertising Award 

When the Genesee News underbid 
the Idaho Post for Latah County 
printing, the latter went to court to 
prove its circulation is greater than 
its rival’s. 

The Supreme Court held that ad- 
vertising should be awarded. the 
newspaper reaching the greatest 
number of taxpayers and “the mere 
fact that the News offered to do the 
printing for less money cannot be 
considered.” 


Introduce Candy Bar 
Aubrey & Moore, Chicago, have 
been appointed advertising agents 
for Candy Kitchens, Inc., Chicago, 
which is introducing Porky, a new 
candy bar. A national campaign is 


ENDORSE AIMS 
OF NATIONAL 
B. B, BUREAU 


New York, July 23—The execu- 
tive board of the American Asso- 
ciation of Advertising Agencies and 
the executive committee of the Asso- 
ciation of National Advertisers, upon 
the recommendation of a joint com- 
mittee of both associations on ad- 
vertising standards, have passed the 
following resolution: 

“We hereby approve the aims of 
the National Better Business Bureau 
in its endeavor to enhance the credi- 
bility of advertising by seeking to 
eliminate untrue and misleading copy 
appeal, in the interest of and on be- 
half of all constructive advertising 
interests.” 

The joint committee on advertis- 
ing standards, which recommended 
the passage of this resolution to both 
associations, was recently created to 
study and analyze sound principles 
of copy appeal, for the guidance of 
both members and of other advertis- 
ing interests desirous of raising the 
standards of advertising and of 
building up public confidence in it. 
It was felt by the joint committee 
that self-regulation in the field of 
advertising is greatly to be pre- 
ferred to government control. At 
the same time, it was recognized 
that such self-regulation could best 
be made effective through an already 
established body like the National 
Better Business Bureau. 


Committee Personnel 


This joint committee is identified 
only with the agency association and 
the advertisers’ association. 

The membership of the committee 
is as follows: 

Representatives from the Amer- 
ican Association of Advertising 
Agencies: C. D. Newell, president, 
Newell-Emmett Co.; Arthur H. Kud- 
ner, president, Erwin, Wasey & Co.; 
J. K. Fraser, partner, The Blackman 
Company; Bruce Barton, chairman 
of the board, Batten, Barton, Dur- 
stine & Osborn, Inc.; John Benson, 
president, and F. R. Gamble, execu- 
tive secretary, American Association 
of Advertising Agencies. 

Representatives from the Associa- 
tion of National Advertisers: Ralph 
Starr Butler, vice-president, General 
Foods Corporation; P. L. Thomson, 
director of public relations, Western 
Electric Co.; Paul B. West, manager 
of advertising and sales promotion 
division, National Carbon Company; 
J. E. D. Benedict, advertising man- 
ager, Metropolitan Life Insurance 
Company; Lee H. Bristol, president, 
Association of National Advertisers 
and vice-president, Bristol - Myers 
Company, and A. E. Haase, manag- 
ing director, Association of National 
Advertisers. 

Mr. Butler is chairman of the com- 
mittee, and Mr. Benson, secretary. 


Willys-Overland Has 


New Sales Manager 

Harry B. Harper has been ap- 
pointed sales manager of the Willys- 
Overland Company, Toledo, effective 
August 1. He succeeds George M. 
Graham, resigned. 

Mr. Harper has been in the auto- 
motive field since 1907, at one time 
being advertising manager of the 
Ford Motor Company. He also held 
the position to which he now returns. 


Famous Publisher 
of Books Is Dead 


John Jay Curtis, president of the 
Bobbs-Merrill Company, Indianapo- 
lis book publishers, died in a hospital 
in that city July 23 at the age of 74. 

Mr. Curtis spent 60 years in the 
book publishing field. He was cred- 
ited with the discovery of Charles 
Major and inventing the title, “When 
Knighthood Was in Flower.” 


Joins Poster Company 
The Dallas (Texas) Poster Ad- 
vertising Company has secured the 
services of George S. Vallin as sales 
and contact man. He has been with 
the General Outdoor Advertising Co., 
Chicago, and Olson-Enzinger, Mil- 
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COLLEGE HEADS 
SAID TO OPPOSE 
RETURN OF BEER 


Survey Inspired by Anheuser- 
Busch Copy 


St. Louis, Mo., July 20—An ad- 
vertisement published by Anheuser- 
Busch, Inc., last spring echoed on 
page 1 of the St. Louis Globe-Demo- 
crat Monday, when that paper gave 
the results of a questionnaire issued 
by the American Business Men’s 
Foundation for Prohibition, Chicago. 

College executives quoted by this 
organization opposed the view ex- 
pressed in the advertisement that 
restoration of 4 per cent beer would 
improve the business situation. 

The Anheuser-Busch copy was 
presented as “an open letter to the 
American people,” signed by August 
A. Busch, president. It said in part: 

“Nothing would contribute more 
to relieve the unemployment situa- 
ticn; restore business confidence and 
stability and be more conducive to 
the public health, its morals and 
welfare, than to again make it pos- 
sible for the great American nation 
to enjoy as its national beverage 
pure and wholesome 4 per cent 
beer.” 

Fred D. L. Squires, research sec- 
retary of the American Business 
Men’s Foundation, propounded this 
question to a number of college ex- 
ecutives: 

“Would the re-legalizing of 4 per 
cent beer and the restoration of the 
brewing industry on the old-time 
basis bring back immediate pros- 
perity?” 


Take Negative Side 


George B. Cutten, president of 
Colgate University, New York, was 
quoted in part as follows: 

“Mr. Busch’s open letter is so 
foolish it seems to be unnecessary 
to answer it. He has not explained 
how an additional tax at the expense 
of the people, which unfits them for 
efficiency, can aid prosperity.” 

J. T. Madden, dean of the School 
of Commerce, Accounts and Finance, 
New York University: 

“There is nothing wrong or harm- 
ful in 4 per cent beer.” 

William H. Spencer, dean of the 
School of Commerce and Adminis- 
tration, University of Chicago: 

“It is incredible that the return of 
4 per cent beer should have any 
effect on the business and economic 
situation.” 

C. S. Marsh, dean of the School of 
Business Administration, University 
of Buffalo: 

“The statement of Mr. Busch is 
typical of much of the hokum being 
issued by advocates of restored 
booze.” 

C. E. Griffin, dean of the School 
of Business Administration, Univer- 
sity of Michigan: 

“I believe restoration of beer to 
its former legal status would have 
a bad effect upon business stability.” 


Frigidaire Sales Up 


The production schedule of the 
Frigidaire Corp., Dayton, O., has 
been increased as the result of June 
sales, ranging as high as 79 per cent 
over June, 1930. The gain for the 
country was 27 per cent. 


Winters Recovering 
Owen B. Winters, executive vice- 
president of Erwin, Wasey & Co., 
New York, is convalescing at his 
apartment at 15 East 58th street, 
after a serious illness. 


Start Television 
The Columbia Broadcasting Sys- 
m gave its first chain television 
Fegan July 21 from W2XAB, New 
ork, 


W. C. Tunks Dead 
W. C. Tunks, general manager of 
the Jacksonville (Fla.) Journal, died 
at Johns Hopkins Hospital, Balti- 
more, July 19. 


Hale Nelson 


AWARDS FOR ST. LOUIS WORKERS 


The four cups awarded annually by the 
Advertising Club of St. Louis. Left, Presi- 
dent’s Cup, won this year by Hale Nel- 
son, advertising manager of the South- 
western Bell Telephone Co.; 
Pacific Cup, won by W. Earl Auman, Weil 
Clothing Co.; Wabash Cup, taken by Ed 
J. Werner, dean, Y. M. C. A. Schools, and 
the Missouri-Kansas-Texas Cup, to Nor- 
man Terry, Laclede Gas Light Co. 


Missouri 


THIS STARTED IT 


Louris 


Advertising Managers 
To Meet Sept. 6-7 


The fall meeting of the Mid-West 
Newspaper Advertising Managers 
Association will be held in Kansas 
City Sept. 6-7. The association con- 
sists of one newspaper from each 
city in the Middle West. ; 

Rex Justus, advertising director 
of the Tulsa Daily World, is presi- 
dent. 


Place Novelty Account 


The Chickasaw Wood Products 
Co., Memphis, Tenn., manufacturer 
of inlaid bridge tables, trays, humi- 
dor cigar boxes and other wood nov- 
elties, has placed its national adver- 
tising with Lake - Dunham - Spiro - 
Cohn, Inc., of that city. Magazines 
will be used. 


Plan Furniture Drive 


George Harrison Phelps, Inc., De- 
troit, is preparing advertising plans 
on period backgrounds for the Klise 
Mfg. Co. of Grand Rapids. The copy 
will feature easily assembled panels 
by which dealers can quickly repro- 
duce authentie period backgrounds. 


Name Representatives 


The Chillicothe (Mo.) Constitu- 
tion-Tribune has appointed Inland 
Newspaper Representatives, Inc., in 
the national field. 

The Pontiac (Ill.) Leader has 
— Ingraham, Cooley & Coffin, 
ne. 


Winchester Cuts Price 


The Winchester Repeating Arms 
Co., New Haven, Conn., has an- 
nounced a retail price of $39.50 on 
its Model 12, heretofore selling at 
$48.95. 


N. W. AYER & SON 
RETURNING T0 
OUTDOOR FIELD 


Frederick W. Kurtz Is New 
Chief of Division 


Philadelphia, Pa., July 23—N. W. 
Ayer & Son have re-entered the out- 
door advertising field, from which 
they withdrew about 12 years ago, 
after having become, since 1900, one 
of the largest agencies creating and 
placing copy of this character. 

While Carl L. Rieker, assistant to 
President Wilfred W. Fry, and for- 
mer manager of the outdoor depart- 
ment, has retained contacts and will 
renew many acquaintances in this 
division, Frederick W. Kurtz, vice- 
president, now heads the re-created 
department. 

Loss of faith in certain methods 
which had crept into outdoor adver- 
tising was accountable for Ayer’s 
abandonment of this field, but this 
did not mean that the house lacked 
faith in the medium itself, the an- 
nouncement said. 

N. W. Ayer & Son were appointed 
official solicitors of the Associated 
Billposters & Distributors of the 
United States and Canada in 1900, 
and claim, by virtue of this appoint- 
ment, to be the first general adver- 
tising agency to enter outdoor adver- 
tising. 

Shortly thereafter, there began to 
appear for the first time on posters 
names and trade-marks which had 
long been familiar to readers of 
newspapers and magazines. This 
continued until there developed prac- 
tices with which the Ayer organiza- 
tion was not in sympathy. 


Pace to Plan Markets 
in Westinghouse Change 


In a realignment of departments 
of the Westinghouse Electric & Mfg. 
Co., East Pittsburgh, Pa., T. J. Pace 
has become assistant to the vice- 
president, in charge of general mar- 
ket planning and research analysis. 

M. B. Lambert has been appointed 
sales manager in charge of the 
transportation department; O. F. 
Stroman, sales manager in charge of 
the industrial department, and R. A. 
Neal, sales manager in charge of 
central station department. 
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STODGY and 
RESPECTABLE 
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R. JAY FRANKLIN has written a book called 

‘What This Country Needs,” in which he writes 
that "Costhnat’s is extremely respectable.’ That doesn’t 
make us angry; that makes us sore. 

If there is any one thing a magazine like Scribner's has 
to fight, it is that dumb assertion (stupidly repeated from 
year to year) that the magazine is stodgy or old-fashioned 
or respectable. The truth of the matter is that only the 
old magazines can afford to be young! They don’t 
always have to be wondering what three million assorted 
intelligences are going to find to be sensitive about. 

We should like to take Mr. Franklin by the neck and 
shove his head into a copy of Scribner’s and say: ‘Did 
you read Hemingway's ‘Farewell to Arms’ in Scribner's? 
Was that stodgy and respectable? Did you read the Van 
Dine murder stories? Were they stodgy and respectable? 
Did you read the cowboy stories of Will James and the 
Hunkie stories of Owen Francis and the stories in the 
$5,000 contest? Were they stodgy and respectable? 

And then we would end by saying: “The habit of re- 
peating antique and out-worn statements as present-day 
fact is the surest sign of senility. Do you want us to con- 
sider you in the rocking chair stage of life, Mr. Franklin?” 

(We can be this rough with Jay Franklin because that- 
is only a pseudonym covering an active New Yorker. 
A New Yorker who should know better.) 

It all reminds us of the story of Dorothy Parker who 
said her only chance to make the front pages of the 
papers was to be found dead in the Blue Room of the 
White House with Andrew Mellon standing over her 
with a smoking revolver in his right hand. 

Do we have to garotte somebody before we can con- 


vince this man Franklin? 


CRIBNER'S 
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The Advertising Agent as a Principal 


The revision of the standard order 
form of the American Association 
of Advertising Agencies, which is 
now in the hands of the publishers’ 
associations for approval, may serve 
at least one useful purpose in clari- 
fying the legal status of the adver- 
tising agent. 

The name “agency” is to a large 
degree a misnomer, in that it sug- 
gests that the advertising agent is 
continuing his original function as 
agent of the publisher. It is a 
strange anomaly that the business, 
in its development of the past sixty- 
five years, has completely revolu- 
tionized its primary system, which 
involved little more than the sale 
of space for the publisher. 

The agent today represents the 
advertiser and works for his inter- 
ests primarily, even though his 
compensation may come in the form 
of a special discount granted by the 
publishers. 

It is easy to understand why it 
would be an advantage to have the 
agent definitely set up as a principal 
in his dealings with publishers. 
While he buys space for the specific 
use of certain advertisers, and is 
recognized as their agent in dealing 
with publishers and other purveyors 
of advertising services, his legal 
status is actually a matter of agree- 
ment, and probably would be estab- 
lished by the terms under which 
publications deal with him. 

The question of the legal position 
of the advertising agent has never 
been definitely established. There 
are numerous decisions on the sub- 
ject, few of them from courts of 
final authority, and many of them 
conflicting. The actual situation in 
each case has been the determining 
factor,, and so few general rules 
have been laid down. 


Many advertising agencies have 
termed themselves “advertising com- 
panies” in order to get away from 
the troublesome question involved in 
the old name. “John Smith, Inc.,” is 
another form of corporate title 
which has as its chief advantage the 
elimination of the word “agency.” 
But what advertisers and publishers 
want to know, and what the courts 
have never been able to establish, is 
whether the advertising agency, 
actually and legally, is an agent of 
one or both parties, or is a principal 
acting on his own responsibility. 

The advertiser who places an or- 
der for space with an agency, and 
who pays the agency for the space, 
naturally wants to know if his legal 
responsibility ends there. If the 
agency fails to pay for the space, 
can the advertiser be required to 
pay for it again? On the other hand, 
if the agency orders and uses the 
space, and the advertiser defaults— 
and this too sometimes happens— 
should the agency be under legal 
obligation to make good? 


The definite inclusion of a para- 
graph in the standard agency form 
setting forth the understanding 
among all parties concerned that the 
agency is acting as a principal, on 
its own responsibility, will have a 
tendency to establish agency credits 
on a sounder basis. It has been too 
easy for agencies to obtain credit 
from publications, largely because 
the latter have had a vague idea 
that the advertiser is responsible. 
If the agency is known to be ex- 
clusively responsible for the payment 
of the space which it buys, publish- 
ers will probably exact more specific 
information regarding its financial 
standing and ability to pay. 

That would be a good thing for 
all concerned. 


oo 


More Light on Newspaper Reading 


An analysis of Sunday newspaper 
reading habits by the New York 
Times, included in a study of roto- 
gravure advertising by Stuart D. 
Cowan, of Cowan & Dengler, Inc., 
was presented in a news story in the 
July 18 issue of ADVERTISING AGE. 
It is well worth the study of every 
buyer of newspaper space. 


The striking feature of the anal- 
ysis is the emphasis given the gen- 
eral news sections and the rotogra- 
vure picture features. Many of the 
other standard Sunday features ap- 
peared to have minimum reader in- 
terest for both men and women. 

Sports, for example, which are 
given probably more space in New 
York City newspapers than any 
others in the country, found only 35 
per cent of the men readers and 12.9 
of the women reporting them as 
“most interesting” and “read thor- 


oughly.” Drama, music, art and 
fashion, while appealing to 58.9 per 
cent of the women readers, rang the 
bell with only 18.8 per cent of the 
men. Science, radio and aviation 
also failed to interest anything like 
a majority of the readers. 

Besides suggesting the wide vari- 
ation in the strength of the appeal 
of different sections of the Sunday 
newspaper, this survey is especially 
interesting in indicating the possibil- 
ity of making changes in the stand- 
ard formula for this edition which 
would improve it for the purposes of 
both readers and advertisers. — 


Sunday newspapers have been 
slipping, relatively, for some time, 
and it is such studies as this one 
which will reveal the facts and sug- 
gest the proper line of change and 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISIN( 
AGE: 


279. The Effect of Display on the 
Sale of Grocery Products. 


This folder from Progressive 
Grocer, New York, reports that bet- 
ter display increased sales 43.5 per 
cent on the products used in tests. 
Eight nationally advertised products 
were chosen for the survey and the 
test was simple and accurate. 


280. El Primer Ano. 


This book celebrates the first an- 
niversary of the Spanish edition of 
Oral Hygiene, Pittsburgh. “Until 
Spanish Oral Hygiene was issued,” 
it comments, “there was no publica- 
tion printed in Spanish reaching 
Latin-American dentists and carry- 
ing American dental thdught.” 


236. How the “Review of Reviews” 
Influences Business and Com- 
munity Leaders. 


This folder, published by the Re- 
view of Reviews, New York, shows 
that 42 subscribers hold 575 direc- 
torships in 477 leading corporations. 
Their names and business connec- 
tion are listed. 


214. The Place of the Trade Paper 
in the Advertising Plan. 

In this 16-page booklet, published 
by the International Magazine Cor- 
poration, New York, Ray Sherman. 
editorial director of the Hearst Busi- 
ness Magazines, discusses the quali- 
ties to be found in a good business 
magazine and when and how the ad- 
vertiser can profitably use business 
paper space. 


232. Church Building Plans for the 
Future. 


This report on the church building 
situation by Dr. Henry Edward 
Tralle, prominent church building 
consultant, is available through 
Church Management, Cleveland. It 
presents an optimistic viewpoint 
based on the fact that church build- 
ing has lagged proportionately for 
15 years, that congregations have 
money, that the majority of present 
structures are outmoded by new 
edifices, and that there is a move- 
ment toward church buildings suit- 
able for more uses than worship 
alone. 


265. Distribution by Cities and 
Towns of “Style Sources.” 
This booklet, published by Fair- 
child Publications, New York, shows 
where readers of Style Sources are 
located, how many there are in each 
city and town, the population of 
each place reached, the circulation 
in each State, and how many cities 
and towns are reached in each State. 


239. To Serve You. 


A profusely illustrated booklet 
describing the service available to 
advertisers through the National 
Register Publishing Co., New York, 
publishers of the Standard Advertis- 
ing Register and National Advertis- 
ing Records. 


255. Analysis of “Home Utilities 
Salesman.” 

This folder’ gives the background 
for the new publication of the Dart- 
nell Corp., Chicago. The home utili- 
ties salesman is described as the 
neck of the bottle, which Dartnell 
hopes to smash. 


255a. Analysis of “Office Equipment 
Salesman.” © 

This Dartnell folder outlines the 
objectives of the Office Equipment 
Salesmen, one being to attract a 
higher type of salesman to the field; 
another to awaken salesmen to the 
possibilities open to them through 
selling the idea of better offices, and 
a third to convince salesmen by ac- 
tual demonstrations that the price 
is not important, if the want for the 


improvement. 


equipment is sold first. 


COPY ON OHBUOY HEALTH SOAP 


me 2 0.” cheated her out 


(Bacardi Odor) 


of popularity ... 


—but, my dear, she was invited everywhere! 


prerr’. gay, vivacious, 
with thatinsouciant savoir 
faire of the ultra cosmopolite 
—she should have been the 
life of every penthouse party. 


But she wasn’t! Why? 

Everyone else knew—even 
the janitor. Luckily her 
sister-in-law was very frank. 


HE said, “Listen, Lizzie! 
you've got to get over the 
idea that you can drink the 
nation dry! You've got to 
stop falling on your nose!” 
Well, what happened? 
Lizzie’s still got “B.O.”— 
Bacardi Odor—but she’s 
learned how to hold her 
liquor, and now she’s good 
company! 


Ohbuoy Health Soap 
—-stops Bacardi Odor— 


—Ballyhoo 


Voice of the Advertiser 


Says E. B. Knight, Inc. 
Made Detroit Survey 


To the Editor: An article in 
ADVERTISING AGE for July 18 telling 
of the new Polk national census con- 
tained two errors. 


In the first place, Emerson B. 
Knight did not retire from Emerson 
B. Knight, Inc., to head the consumer 
division of R. L. Polk & Co. Mr. 
Knight has not been connected with 
Emerson B. Knight, Ince.,_ since 
March, 1929, and he was with the 
Hearst organization until he joined 
Polk. 


The same story said the Polk 
study in Detroit showed 89 per cent 
of the population living in family 
groups, etc. This survey was made 
by Emerson B. Knight, Inc., for the 
Detroit Times and the figures quoted 
were taken from this study. Neither 
Mr. Knight nor R. L. Polk & Co. had 
any connection with the Detroit sur- 


vey. 
y C. E. KNEPPER 


Pres., Emerson B. Knight, Inc., 
Indianapolis, Ind. 


* * * 


Mr. Cushing Points 
to Chance for Debate 


To the Editor: I am enclosing 
some information about my new 
group, Associated Class Magazines. 

Perhaps there is a story in it— 
maybe a chance of starting a discus- 
sion as to whether so-called class 
circulation should be or can be sold 
on a rate per thousand basis and 
what a fair rate is. 

H. D. CUSHING 
New York 


* * * 


Educating Window 
Display Specialists 
To the Editor: To enable clients 
to get better results from window 
display advertising, we have insti- 
tuted semi-monthly meetings at 
which we invite clients to address 
our organization. This makes it 
possible for our window decorators, 
supervisors and inspectors to become 
better acquainted with clients’ prod- 
ucts. 
This results in better co-operation 
from dealers because it gives our 
men an opportunity to learn what 


it is all about, regardless of dealers’ 
arguments about price-cutting and 
what-not. 

Among those at such meetings 
have been representatives of the 
American Tobacco Company, Scholl 
Manufacturing Company and the 
American Safety Razor Corpora- 
tion. 

SAMUEL J. HANICK 
Mgr., S. J. Hanick Company, 
Philadelphia 


* * * 


Gene McCaig Finds 
Existence Sorta Flat 


To the Editor: It is with a dis- 
tinct sense of flatness that I realize 
I shall never again rush any news 
hot off the griddle, as it were, to 
ADVERTISING AGE. 


In other words, the job of public- 
ity chairman for the Women’s Ad- 
vertising Club of Chicago is over 
and I shall be busy on another one. 

I wonder if you realize how mem- 
bers of the club watch ADVERTISING 
AGE for the news. I’ve heard many 
words of appreciation for the space 
it has devoted to the women’s club. 

Miss Martha Delaplaine is chair- 
man of the publicity committee next 
season and will contact ADVERTISING 
AGE. 


GENE (née IMOGENE) McCaIG 
Adv. Mgr., Loftis Bros. & Co., 
Chicago 


* * * 


R. J. Potts & Company 
Don’t Answer Letters 


To the Editor: ADVERTISING AGE 
of July 4 reported the outcome of a 
contest conducted by the Mid-Con- 
tinent Petroleum Corporation in 
these words: 

“About 50,000 letters were re- 
ceived, 55 per cent favoring serious 
copy.” 

Printers’ Ink of July 2 concluded 
its report of the same contest thus: 
“Approximately 25,000 letters were 
received in the contest. Of these, a 
slight majority expressed a prefer- 
ence for humorous advertising.” 

Who’s right? 


C. RALPH BENNETT, 
Keelor & Stites Co., 
Cincinnati. 
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ADVERTISING AGE 


SEASONAL LOSS 
IN MAGAZINES 


New York, July 23—Magazine ad- 
vertising, which usually dips in July, 
followed its normal course this year, 
dropping to $12,314,400 from $16,- 
691,800 in June, National Advertis- 
ing Records reports. This was the 
lowest July volume since 1926, and 
the lowest figure for any month in 
1931. 

The decline was caused chiefly by 
the slump in classifications which 
are the heaviest advertisers. The 
automotive industry spent about 
$500,000 less in July than in June. 
Advertising of drugs and_ toilet 
goods dropped even more. Foods and 
food beverages also declined about 
$500,000 and advertising of soap and 
housekeepers’ supplies dropped about 
$200,000. The smaller classifications 
held up well. 

The usual number of new advertis- 
ers entered the magazine field in 
July. Among these was Floyd Gib- 
bon’s School of Radio Broadcasting, 
offering, as the name implies, to pro- 
duce a new crop of announcers. 


Some New Advertisers 


The American Air Filter Company 
is offering room air filters to the 
public; Bobby’s Portable Golf Hole 
Company is catering to golf incur- 
ables with a portable practice hole; 
the Die Cast Products Company is 
offering automobile beds for tour- 
ists; the California Yeast Products 
Corporation is invading a profitable 
field with yeast capsules; and the 
Green Caddie Corporation is sound- 
ing the praises of an automatic golf 
tee. 

The slight slump in radio broad- 
casting which was evident in May 
was more pronounced in June, the 
last month for which complete fig- 
ures are available. The May total 
was $3,035,623; that for June, $2,- 
825,003. 

The National Broadcasting Com- 
pany got $1,921,253 of the total, 
Columbia’s share being $903,750. 

The figures of National Advertis- 
ing Records show a blank in three 
classifications which have done some 
broadcasting heretofore. They are 
gardens, office equipment and schools, 
camps and correspondence courses. 

State and sectional farm papers 
had a commercial lineage of 450,972 
in June, compared with 604,901 for 
May. National farm advertising for 
July showed a loss from July, 1930. 


Dorrance Heirs Get 


$4,690,000 Insurance 

The largest death claim paid in 
1930 was on the life of John T. Dor- 
rance, late president of the Camp- 
bell Soup Company, Camden, N. J., 
according to the annual tabulation 
of National Underwriter, Chicago. 

Mr. Dorrance’s policies aggre- 
gated $4,690,000. 

Dr. Andrew Cherna, foreign news- 
paper publisher of Cleveland, who 
died last September, carried $399,- 
500 in ordinary life insurance. 


Geyer Company 
Invades New York 

The Geyer Company, advertising 
agency of Dayton, O., has estab- 
lished New York offices in the New 
York Central building, Charles A. 
Hammarstrom, who recently re- 
signed as general manager of Mar- 
cus & Co., New York jewelers, will 
be in charge of plan and contact. 

Stewart Wells will be copy chief. 
J. A. L. Kamps, Constance Talbot, 
Willard M. Stocking, J. B. Peters, 
W. G. Plante and Ethel W. Mac- 
aan are others in the New York 
office. 


Canadian Agents for 


Campbell’s Soup 

With the “ae of a new $1,000,- 
000 plant at New Toronto, the 
Campbell Soup Company has ap- 
pointed Cockfield, Brown & Co., To- 
ronto, as Canadian advertising 
agents. 

The Canadian plant is managed 
by R. B. Nieukirk. Officers from the 
home office attended the opening 
July 20. 


IN NEW WORK 


E. J. Mehren 


Mehren Is New 
President of 
Cement Group 


Chicago, July 23—Edward J. 
Mehren has been appointed presi- 
dent of the Portland Cement Asso- 
ciation, a position which heretofore 
has been held only by presidents of 
member companies. Mr. Mehren’s 
appointment followed a decision to 
select a merchandising expert from 
outside the industry to devote his 
whole time to the work of the asso- 
ciation. 

Mr. Mehren has been resident 
vice-president in Chicago for the 
McGraw-Hill Publishing Co., New 
York. For ten years he was editor 
of Engineering News-Record, later 
becoming vice-president and editorial 
director of McGraw-Hill. He is per- 
haps best known for his work as 
editor of The Magazine of Business. 

No expression regarding the asso- 
ciation’s advertising policy has been 
made public. In the past the asso- 
ciation has been a heavy advertiser, 
and important men in the industry 
have been strongly advocating a 
much increased appropriation. 


Dan’l Willard 
Adds Another 
De Luxe Train 


New York, July 23—How success- 
fully and quickly advertising op- 
erates under favorable conditions 
was indicated Monday morning when 
61 passengers from New York and 
110 from Washington availed them- 
selves of the facilities of a new air- 
conditioned train installed by the 
Baltimore & Ohio Railroad. 

The new service, supplementing 
the Columbian, the first air condi- 
tioned train ever run, was announced 
in 31 dailies in New York, Brooklyn, 
Philadelphia, Washington, Baltimore 
and other cities. Pages in color fol- 
lowed in The Saturday Evening Post, 
The Literary Digest, National Geo- 
graphic Magazine and Collier’s. 

Patronage increased further after 
the maiden trip. 

The Columbian, the initial venture, 
is an afternoon train, leaving New 
York and Washington about 4 P. M. 
The new train provides morning 
service of this de luxe character. 

The B. & O. account is handled by 
Batten, Barton, Durstine & Osborn, 
George Gauge being the account ex- 
ecutive. He is assisted by F. H. 
Nichols. 


Agency for Clubs 


The Golf Shaft & Block Co., Mem- 
phis, Tenn., manufacturer of hickory 
golf shafts and club heads, has ap- 
pointed Lake-Dunham-Spiro-Cohn of 
that city, as its agency. Magazines 
will be used. 


Start Hoisery Drive 


Charles P. Pulliam has been ap- 
eee sales manager of Cooper, 

ells & Co., hosiery makers of St. 
Joseph, Mo., in anticipation of a 
campaign on Admiration stockings, 
a new brand. 


ARCHITECT 


sles 


store. 


agement problems, too. 


Specifications 


The business of architecture is as de- 


partmentalized as a modern drug 


Designers, specification writers, engi- 
neers, field supervisors—each a spe- 
cialist, each to his task. And because 
an architect has books to keep and 


services to sell, he has business man- 


Publishing a magazine of interest to 
every department of architecture de- 


mands editorial versatility. 


AMERICAN ARCHITECT possesses 


this requisite. From junior draftsman 


Engineering 


Supervision 


a 


~ 


to senior partner, every member of 
the architect's staff finds interesting, 


instructive reading in every issue of 
AMERICAN ARCHITECT. It is read! 


Proof of this? 
AMERICAN ARCHITECT was the 


only architectural magazine to regis- 


ter a gain in circulation last year. 


And incidentally — 
AMERICAN ARCHITECT is the only 


magazine in its field to show an in- 
crease in advertising for the first six 


months of 1931. 


AMERICAN 


ARC 


HITECT 


ONE OF THE HEARST BUSINESS MAGAZINES 


57th Street at Eighth Avenue, New York, N. Y. 


CORONA CASHES 
BRIDGE TREND 


New York, July 16.—Everybody 
is playing or learning to play con- 
tract bridge. Capitalizing on this 
trend, L. C. Smith & Corona Type- 
writers, Inc., have found in it a 
unique and effective means for 
reaching a large potential market of 
Corona users, 

Over half a million copies of a 
folder of instructions and pointers 
on contract bridge have been dis- 
tributed through dealers. The suc- 
cess of this folder, known as “Corona 
Keys to Contract Bridge,” both in 
the way of advertising and in de 
veloping leads for dealers, is a sug- 
gestion of what may be done in other 
fields by timely hook-ups of the 
same kind. 

Attractively and colorfully printed, 
the little folder carries on the back 
the headline, “A Grand Slam Bid” 
with the additional copy “for better 
social correspondence, for better self 
expression, for personal success in 
business, for better marks in col- 
lege.” Space. is also provided for 
the dealer’s name and address. 

The folders have been distributed 


to women’s clubs, bridge clubs, at 
Rotary and Kiwanis luncheons and 
on similar occasions. Usually dealers 
get calls for extra copies, women for 
instance, wanting to distribute them 
to their bridge guests. 

In addition to the endless chain of 
word-of-mouth advertising thus set 
in motion, the dealers get prospec- 
tive customers into their stores and 
an opportunity to demonstrate 
Coronas. 


Futura Publications 
Name Representatives 


Futura Publications, Inc., New 
York, publisher of Movie Mirror 
and Love Mirror, has appointed 
Blanchard-Nichols-Coleman & John- 
ston, Chicago, as advertising repre- 
sentatives in the Middle West and 
N. Frederick Foote & Associates, 
Boston, in New England. 

The Middle Western office is di- 
rected by Robert B. Johnston, resi- 
dent partner. The two magazines 
will be sold nationally through six 
chain store organizations, beginning 
with the November issues. 


Second Quarter Better 


The Hercules Powder Co., Wil- 
mington, Dela., earned common 
stock dividends of 55 cents for the 
first half, of which 8 cents was 
earned in the first quarter and 52 
cents in the second. 


Arm & Hammer Gets 
Dentists’ Approval 


The American Dental Association 
has extended its seal of approval to 
the Church & Dwight Company, New 
York, for its Arm & Hammer soda. 

Dorrance, Kenyon & Co., New 
York agency handling this account, 
is using the dental seal in 60 per cent 
.. the copy featuring oral uses of 

a. 


Municipal Papers 
Create New Unit 
Twenty municipal magazines, 
members of the American Munici- 
pal Association, have formed the 
State Municipal Group, with Harold 
H. Laskey advertising manager. 
Headquarters have been established 
at 180 N. Michigan avenue, Chicago. 


City Appoints Peck 

The Long Beach (N. Y.) Chamber 
of Commerce has appointed the Peck 
Advertising Agency, New York, to 
sell the city to the 15,000,000 popu- 
lation of Greater New York as an 
all-year resort. Newspapers, maga- 
—_ radio and direct mail will be 
u . 


Advertise Noise Stopper 
_ Small, Kleppner & Seiffer, New 
York, have been appointed to direct 
the advertising of the Flents Prod- 
ucts Co., of that city, makers of 
Flents, handy noise ear stopples. 
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SLIGHT GAINS 
REPORTED IN 
JUNE LINEAGE 


Newspapers Show Loss for 
First Half 


New York, July 23—Though news- 
paper lineage figures for June were 
more favorable than for some time, 
gains were not sufficient to help the 
record for the first six months of the 
year, as compared with 1930. 

The net loss of 120 newspapers 
in 30 cities for the first half of the 
year was 74,517,062 lines, according 
to the New York Evening Post. The 
loss in national lineage was 21,155,- 
068. 
The following detailed comparison 
is given for national advertising, the 
last three zeros being omitted: 

National Lineage 
First 6 mos. of 


1930 1931 

(000 omitted) 
New York ............................21,021 18,543 
Chicago ..........................-. 9,883 8,488 
Philadelphia ....... 6,471 5,935 
OS eee” lr 
Cleveland ........................... 5,583 4,593 
St Lovis ........_._.... 5.642 << 752 
Boston oncceccccccccccseeneen. 6,646 5,883 
Baltimore ........................... 5,492 5,092 
Los Angeles ................ 7,944 7,341 
OS el 3,608 3,000 
San Francisco .............. 7,403 6,614 
Milwaukee ...................... 4,398 2,966 
Washington 5,250 4,519 
Cincinnati .................... 4,088 3,429 
New Orleans ................... 3,864 3,039 
Minneapolis 4,528 3,820 
Eee !h—lC 
Indianapolis ..................... 3,815 3,212 
Denver ........ werae 2,080 1,872 
Providence ....................-.... 3,450 2,933 
SS 2,929 2,586 
ERT 3,864 2,947 
ae 4,212 3,702 
Oakland ............................ 2,598 2,501 
Omaha ............ 1,964 2,249 
Birmingham 3,336 2,470 
SS aa 2,345 1,860 
ee 3,041 2,615 
Houston ........ 2,837 
ite Bone... 2,847 
a 152,062,372—130,907,307 


Omaha, which was the only city to 
show a gain in national lineage, also 
gained in local advertising. Its loss 
in classified, however, gave it a 
slight net loss for the year. 

A number of individual newspa- 
pers made gains in national lineage 
for the first half of the year. The list 
includes the New York American, 
New York Mirror, New York News, 
New York Evening Post, New York 
World-Telegram, Chicago Times, 
Philadelphia Record, Philadelphia 
News, Detroit Mirror, Boston Rec- 
ord, Boston American & Sunday Ad- 
vertiser, Baltimore American, Balti- 
more Post, Los Angeles News, Wash- 
ington Post, Washington Herald, 
Oakland Post-Inquirer, Omaha 
World-Herald and Omaha Bee-News. 


Form Community 
Group in Chicago 

Accredited Community News- 

apers has been formed in Chicago 
17 papers. Key members are 
Southtown Economist, Lincoln-Bel- 
mont Booster, Northwest News, Gar- 
fieldian, Albany Park Times and 
Howard News. 

Other members are Austin Jour- 
nal, Portage-Jefferson Weekly, 
Mont-Clare News, West Suburban 
Times, Jefferson Park Times, Por- 
tage Park Times, Edgewater News, 
North Town News, Lincolnite, Ra- 
venswood News and Uptown News. 

William McDonnell, of the South- 
town Economist, is president of the 
group. 


Broker to Move 


L. B. Conaway, operating the 
Washington Advertising Brokerage 
Co., Seattle, will move the business 
to San Francisco August 1. Quar- 
ters have been taken in the Monad- 
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The Formfit Company, Chicago, issues this diploma to qualified saleswomen, who 


proudly display it where it 


will do the most good. 


New Jersey 
May Regulate 
Dental Copy 


Trenton, N. J., July 23—Enact- 
ment of a more drastic law to deal 
with false and misleading profes- 
sional advertising is asked in the 
annual report of the State Board of 
Dentistry just submitted to Gover- 
nor Morgan F. Larson. 

“The Board has received numerous 
complaints from citizens who claim 
that they have been lured by adver- 
tisements setting forth extravagant 
claims, ambiguously worded, coupled 
with low prices, into the offices of 
so-called advertising dentists,” said 
the report. 

“The many reports of victimiza- 
tion bring the members to a realiza- 
tion that the laws which regulate the 
practice of dentistry are woefully 
inadequate to cope with this evil.” 


Appoint Committee 
for Outdoor Exhibit 


In anticipation of the Second An- 
nual Outdoor Advertising Exhibit, 
to be held at the galleries of Mar- 
shall Field & Co., October 1-15, the 
Chicago Advertising Council has 
appointed an out-of-town committee 
to co-operate. 

Members are H. W. Hardy, Gen- 
eral Outdoor Advertising Co. (East) ; 
Mark Seelen, General Outdoor Ad- 
vertising Co. (West); C. E. Eber- 
hard, Outdoor Advertising Agency 
of America; A. A. Hayden, Foster 
& Kleiser Company; Oscar Bryn, 
Erwin, Wasey & Co.; Clarence T. 
Fairbanks, Edwards & Deutsch Lith- 
ographing Co.; 

A. E. Davis, Latham Litho & 
Printing Co.; Harold L. Eves, Out- 
door Advertising Association of 
America; H. F. Gilhofer, National 
Outdoor Advertising Bureau; Capt. 
H. Ledyard Towle, Campbell-Ewald 
Company; and Frank Birch, Cri- 
terion Service, Inc. 


Bishop Alexander 


Forms Own Agency 
M. Bishop Alexander has formed 
the Advertising Service Agency in 
Charleston, S. Car., after 11 years in 
the newspaper and advertising field. 
Among accounts booked are the 
Charleston winter season program, 
Folly Beach, Magnolia Gardens, Mid- 
dletown Gardens, Lenevar candy and 
several food products. 


Shopping News to 
Hollywood Merchants 


Eighteen merchants of Hollywood, 
Cak, will assume control of the 
Hollywood Shopping News August 1. 
The Hollywood Citizen, which has 
published the paper since 1924, re- 
tains a 44 per cent interest. 


CAN'T USE ‘WIX’ 
ON CIGARETTES 


Washington, D. C., July 23— 
Though the American Tobacco Com- 
pany bought the capital stock and 
business of J. Wix & Sons Ltd., 
British tobacco company, in 1928, 
the Commissioner of Patents denied 
it the right to use ““Wix” as a trade- 
mark for cigarettes. His decision 
yeversed that of the Examiner of 
Interferences on an appeal by Abra- 
ham Wix. 

Mr. Wix was manager and a di- 
rector of the British company. Fol- 
lowing its sale, he identified himself 
with other companies engaged in the 
manufacture of tobacco products, 
including cigarettes. 

Some of these cigarettes have 
been sold in the United States. The 
Commission held, under these cir- 
cumstances, Mr. Wix would be dam- 
aged by the registration of his sur- 
name as a trade-mark for goods of 
the character in which he is com- 
mercially interested. 

“The record fails to show that 
‘Wix’ has any other significance than 
that of a surname,” said the deci- 
sion. “It is obviously not written, 
printed, impressed or woven in 
some particular or distinctive man- 
ner as required by the trade-mark 
statute.” 


Chicago Council 
Plans Annual Tourney 


The annual golf tournament of 
the Chicago Advertising Council will 
be held July 30 at the Columbian 
Country Club. E. E. Brugh, of the 
Clyde W. Riley Advertising System, 
is chairman of the committee, other 
members being: 

H. K. Clark, Frank A. Munsey 
Co.; J. C. Hauser, Regensteiner Cor- 
poration; J. H. Johnson, Reuben H. 
Donnelley Corporation; Homer 
Lange, A. Lange, Inc.; T. W. Mer- 
rill, Westinghouse Electric & Manu- 
facturing Co.; Guin C. Olson, Chi- 
cago Paper Company, and Charles 
Redmon, of the Boulevard Bridge 
Bank. 

The Advertising Men’s Post of the 
aaa Legion also will partici- 
pate. 


Horton to “Sun” 


George V. Horton, who has been 
Los Angeles manager of the na- 
tional advertising department of the 
Scripps-Howard Newspapers, has 


been appointed advertising director 
of the San Diego Sun. 

Allen L. Stanley takes over the 
Los Angeles work. He has been a 
special representative. 


Two Pieces of 
Copy Stand Out 
in Budget Field 


Boston, Mass., July 23—Though 
the John Hancock Mutual Life In- 
surance Company has pioneered in 
the thrift movement since 1924, two 
pieces of copy run in that year still 
lead as producers. Henry H. Put- 
nam, advertising manager, said they 
can always be relied on to produce 
a respectable number of inquiries. 
The reason is that they appeal to 
the most deep-seated instincts of 
women. 

The John Hancock Mutual Life 
began its seven-year campaign on 
the theory that as life insurance de- 
mands regular premium. payments, 
it was logical for an insurance com- 
pany to assist policyholders and 
prospects to practice methodical 
thrift. The advertising featured a 
budget book, which made it practical 
for every family to save systemat- 
ically, regardless of the size of its 
income. 

This budget has proved an excel- 
lent door-opener for John Hancock 


CREATE DEMAND 
FOR SPOOLS TO 
SELL THREAD 


New York, July 23—Creating de- 
mand for empty thread spools is 
the Spool Cotton Company’s new 
method of increasing domestic con- 
sumption of thread. 


In every home in the country 
there are many partly used spools 
of thread, which, kept on hand in- 
definitely, tend to restrict the sale 
of fresh spools. 

The new plan is designed to elimi- 
nate this reserve stock. 


The modus operandi consists of a 
mail order business with school 
teachers on cutouts, which, when 
glued to either end of thread spools, 
make amusing little toys. The fig- 
ures in natural colors are printed 
on cards with two clever verses by 
John Martin. The cards are sold in 
sets of six for four cents, the 
teacher collecting the money from 
the pupils. 


Get 17,000 Coupons 


The first advertisement in The 
Instructor informing teachers that 
the cards were available, developed 
17,000 coupons requesting 151,000 
sets. 

In order to supply the children 
with the necessary spools, mothers 
throughout the country had to throw 
away the thread on more than 
1,000,000 partly used spools. 

The company has also been suc- 
cessful in selling the cards to gift 
and novelty shops for making din- 
ner and bridge favors. In this in- 
stance, the cutouts are affixed to 
full spools of thread bought for the 
purpose. 

The cordial reception of this 
novelty is explained by the fact 
that women give preference to in- 
expensive favors that are really 
useful. The company recommended 
that staple colors, those in the 
fashionable shades for hosiery, etc., 
be used for making the favors. 


salesmen, as well as a direct spur 
to sales, as the need for adequate 
life insurance comes visibly before 
the prospect when an exact account- 
ing of home finances is kept. 

The company has distributed hun- 
dreds of thousands of copies of the 
budget book, both through salesmen 
and direct in response to the adver- 
tising. The account is handled by 


the Livermore & Knight Company. 


THIS BUDGET COPY STILL PULLS 


John Hancock Series 


Home life 
is happier when 
worry is eliminated: 


Mis family worry is 
the direct result of unprofitable 
spending. 

The best way to banish such 
anxiety, to increase savings and to 
place the home on a more secure 
financial basis, is through the use 
of a Family Budget. 

It makes possible the protection 
of the family, the education of the 
children, assured independence for 
old age. 

Let us send you a copy of the 
JOHN HANCOCK HOME 
BUDGET SHEET. 


A month’s trial will help you. A 
few months’ trial will convince you, 
that the Budget helps you to make 
the most of your income. 

Use the Budget and know where 
the money is to go. 


—acx 
LiFe INSURANCE COMPANY 


oF Boston, Massacnusetrs 


Inquiry Bureau 

‘197 Clarendon Street Boston, Mass. 
Please send me a John Hancock Home 
Budget Sheet. I inclose 2c to cover postage. 


Over Sixty-Eight Years in Business ——— 


JOHN HANCOCK SERIES—————— 


A 
married woman’s 
happiness 


is sometimes wrecked on the 
shoals of family finance . . . 


© you want to know 
how to help your husband save, and 
make his income go further, and get 
more enjoyment out of life for your- 
self and your family? 

If so, study the Budget idea, and 
at least make a trial of the JOHN 
HANCOCK HOME BUDGET 
SHEET, which we will furnish you 
without cost. 


If you try it one month it will 
help you, and we will give you addi- 
tional sheets. 

Use the Budget system and 

know where 
the money is to go. 


INQUIRY BUREAU 


aaa 
LIFE INSURANCE COMPANY 


oF BOSTON, MassacnuserTs 
197 Clarendon Street, Boston, Mass. 


Please send me the John Hancock 
Home Budget Sheet. 


Name 
Address 


P.M. : 
Lome iay Sixty-Seven Years in Business —— 
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\Wett. maybe so. Sales may be healthy, yet 
even the most successful feel that there is 
business which they should have—and don't get. 
Sometimes good dealers don't seem to favor a 
product and new users could be added faster. 
In such times a new approach, the unexpected, will 
swing those dealers into line, will start consumers 
calling for the merchandise. 
Maybe sampling will do it, or a special deal, or 


advertising with a wallop. 

New, eye-stopping, action- compelling, Chicago 
Tribune two-color, run-of-paper pages supply the 
shock tactics often needed to blast out indifference. 
Color needs no brief. Its value as a sales aid has 
been audited and banked. Chicago Tribune pages 
give color its maximum effectiveness. Here is 
color backed up with the sales action of the 
newspaper page. 
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Appearing right in the news section, Tribune run- 
of-paper color is sensational in effect. Unexpected, 
dominant in size, it gets attention and interest, 
starts readers counterwards. 

Only the Tribune combines this special technique 
with first-flight coverage in Chicago. Only the Tribune 
can give your color advertising dynamic impact with 
more than 805,000 families on weekdays and over 
1,075,000 on Sunday in this rich market. 


1| 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 
Average Net Paid Circulation Six Months Ended March 31, 1931: In excess of 805,000 Daily; More Than 1,075,000 Sunday 


Eastern Adv. Office Southern Adv. Office 
NEW YORK 


220 E. 42nd St. 


New England Adv. Office Western Adv. Office 


ATLANTA BOSTON SAN FRANCISCO 
718 Chamber of Com. Bldg. 


1825 Rhodes-Haverty Bldg. 820 Kohl Bidg. 
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DISPLAY MEN 


ORGANIZE TO 
JOIN A. FA. 


Philadelphia, July 23—Believing 
they can best serve national adver- 
tisers as an organized unit of the 
advertising fraternity, display serv- 
ice companies have formed the Dis- 
play Installation Association, which 
will seek affiliation with the Adver- 
tising Federation of America. 

This is the aftermath of a meet- 
ing at the International Association 
of Display Men convention in Bos- 
ton, June 16-17, at which Sol Fisher, 
president of the Fisher Display Serv- 
ice, Chicago, presided. 

Officers are: president, R. S. Ri- 
leigh, Rileigh Window Display Serv- 
ice, Kingston, Pa.; vice-president, 
Hert M. Copellman, New England 
Display Service, Boston; treasurer, 
E. Preston Browder, Window Craft 
Display Service, Buffalo; secretary, 
Samuel J. Hanick, Hanick Window 
Display Service, Philadelphia. 

A similar organization, the Win- 
dow Advertising Association, was 
absorbed by the Association of Na- 
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tional Advertisers in 1928. The old 
association was affiliated with the 
Advertising Federation of America, 
and the new organization plans to 
revive the charter. 

The Window Advertising Associ- 
ation was engaged in an extensive 
research and promotional program, 
which has since languished. Efforts 
along this line will be renewed, to- 
gether with study of all problems 
relating to the welfare of the med- 
ium and the interests of member 
companies. 

Dues consisting of $25 a year plus 
one cent for each window display 
installed, up to a $300 maximum, are 
expected to give a minimum income 
of $15,000 a year. It is planned to 
spend a large share of this for co- 
operative advertising of the medium. 


Buy Traffic Paper 


Traffic Regulation, a monthly pub- 
lished by the Adspec Publishing Co., 
New York, has been purchased by 
Smith Publications, Inc., Chicago, 
publishers of Telephone Engineer 
and Envelope Industry. 


Tools to Tyson 


The David Maydole Tool Corp., 
Norwich, N. Y., manufacturer of 


hammers and other tools, has placed 
its advertising with O. S. Tyson &| 
Co., New York. 


Would Tax Posters 


and Newspapers 
Tallahassee, Fla., July 23— 
Newspapers and outdoor ad- 
vertising are linked in tax 
measures passed by the Flor- 
ida House of Representatives. 
Newspapers will be taxed 
from $25 to $500, according 
to circulation, while outdoor 
structures are taxed 5 cents a 
square foot, with a minimum 
of $2 for each. 


Fallon to Join Kline 


Frank Fallon will become vice- 
president in charge of sales and dis- 
tribution for E. A. Kline & Co., New 
York cigar manufacturers, August 1. 
He will also continue as North 
American agent for a Havana manu- 
facturer. 


Get Insurance Account 


The Sun Advertising Co., Toledo, 
O., has been appointed by the Cen- 
tral Manufacturers Mutual Insur- 
ance Co., Van Wert, O. Trade pa- 
pers, magazines, outdoor advertising 
and direct mail will be used 


Beech-Nut Slightly Off 


The Beech-Nut Packing Company 
reports a net profit of $1,329,332 for 
the first half of the year, against 
$1,438,814 in 1930. 


A $250,000,000 Food Bill 
This Year! 


 —_ are spending $250,000,000 this 
year for foods, kitchen equipment, utensils and sup- 
plies...a tremendous market, easily identified, eco- 
nomically reached ....a market in which business 
depressions, seasonal fluctuations and other bugbears 
have surprisingly little effect. 


One publication, and only one, covers the 
hospital food market thoroughly and effectively. 
That publication is Hospital Management. A special 
monthly department devoted to foods and food service 
gives hospital executives, especially those immediately 
concerned with the purchase and serving of food, more 
than twice as much editorial material on this impor- 
tant subject as any other publication. As a natural 
consequence, the hospital field turns to the pages of 
Hospital Management for the latest and most authori- 
tative information on food service. 


The wisdom of advertising in a publication 
with such an editorial background is too evident to 
require comment. 


HOSPITAL MANAGEMENT 


The Practical Journal of Administration 
537 S. Dearborn St., Chicago * * 


Graybar Bldg., New York 
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PROVIDING ATMOSPHERE FOR NORGE 


Imitation ice provided an appropriate background for 
the Norge electric refrigerator at the recent Chicago Radio 


Show. How to make the “ice” 
not divulged. 


is a secret the company has 


CHAIN SAVES ON 
BARGE SERVICE 


Chicago, July 23—How the Na- 
tional Tea Company has cut dis- 
tribution costs by utilizing inland 
waterway transportation was de- 
scribed by F. H. Massmann, vice- 
president, in an interview this week. 

Telling of the use of barge serv- 
ice in the Mississippi Valley devel- 
oped from the experimental stage, 
Mr. Massmann said: 

“We sustained some losses. Fruit. 
was spoiled. Coffee bags were broken 
in handling. There were delays on 
sandbars. But it has all worked out 
well in the long run and we are 
planning to use the waterway more 
and more as the development ap- 
proaches Chicago and the service 
grows more efficient. 

“We find the Mississippi barge 
line more efficient now. It is private- 
ly owned. The government set out 
to demonstrate that the private car- 
riers could enter this field profitably. 
No private corporation could have 
done what the government has done 
in the way of waterway pioneering. 
The time will come when they will 
step aside, their job done. 


Save on Shipping Costs 


“We are now shipping in over the 
waterway 10,000 cases of pineapples 
and 7,000 bags of coffee a month. 
The pineapples come from Hawaii 
and the coffee from Colombia and 
Brazil. 

“The Colombia coffee was coming 
in through New York until a month 
ago. There is a saving here of 41 
cents a bag. On pineapples there is 
a saving of from 16 cents to 31 
cents a case. 

“We are bringing up rice from 
Louisiana and Arkansas and sugar 
as far as St. Louis, where it is re- 
shipped to branches at Des Moines 
and other points in the central west. 
We are figuring on using the barges 
for other things as soon as the serv- 
ice is completed. 

“We hope to bring in canned goods 
and nuts from California. We can- 
not use the service on all goods, 
where we are buying close, or where 
there is a great hurry, or on things 
that are likely to spoil, such as ba- 
nanas. 

“We are making substantial sav- 


ings on this method of transporta- 


tion and passing them on. We have 
been using the Evansville dock, but 
now expect to make use of the new 
Peoria terminal and others as they 
are opened.” 


San Antonio 
Awards Contract 
for New Drive 


San Antonio, Tex., July 23—A 
two-year contract for services in 
connection with the continuance of 
the San Antonio Municipal Adver- 
tising Campaign has just been 
awarded to Coulter and Payne, Inc. 
This San Antonio agency produced 
the copy for the campaign, now en- 
tering its third year. 

The campaign for the next season 
will be directed more towards at- 
tracting industrial concerns. Copy 
will be prepared in accordance with 
the findings of a survey to be con- 
ducted jointly by the advertising 
committee and the San Antonio 
Manufacturers’ Association to deter- 
mine what types of industries should 
be encouraged to locate in San An- 
tonio and surrounding territory. 

Frank G. Huntress, publisher of 
the San Antonio Express, is chair- 
man of the municipal advertising 
committee. 


Troup Is Guest of 
Chicago Veterans 


Paul V. Troup, late of Lord & 
Thomas and Logan, was the guest 
of a group of veteran representa- 
tives of Chicago at a dinner at the 
Tavern Club Tuesday night. 

Guy S. Osborn was the _ host. 
Among those present were Albert D. 
Lasker, chairman of the board, Lord 
& Thomas and Logan; C. D. Berto- 
let, Bertolet & Lemon; Henry De 
Clerque; Horace Ford, Ford-Par- 
sons-Stecher; P. L. Henriquez, St. 
Louis Post-Dispatch; 

wt R. Fisher; Fred H. Ralsten; 

. H. Cresmer, Williams, Lawrence 
4 ‘Cresmer; James W. Young; Ar- 
cher A. King; Hamilton Gibson, of 
McCall’s; and Ray Sullivan, of Guy 
Ss. Osborn, Inc. 


Westinghouse Net Up 


Net income of the Westinghouse 
Electric and Mfg. Co. for the quar- 


ter ended June 30 was $926,604, con- 
trasted with a net loss of $2, 885, 000 
for the first quarter. Increased re- 
frigerator sales contributed to the 
better showing. 
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WORDS POSSESS 
COLORS, AVERS 
MISS SEEVERS 


St. Louis, Mo., July 23—An anal- 
ogy between colors and words was 
drawn by Helen Seevers, well known 
copywriter, in addressing the Ad- 
vertising Club of St. Louis on “The 
Lexicon of the Rainbow.” The ma- 
jority of those present agreed with 
her theory. Miss Seevers was pre- 
sented with a Lindbergh medal by 
the club. 

“Going a step beyond that,” said 
Miss Seevers, “I like to believe that 
words have colors of their own. We 
vibrate to color; why not to words? 
If we respond to chords of color har- 
mony, then we should react to har- 
monies of words. A word may be 
soothing as color is soothing.” 

Miss Seevers gave her talk a tech- 
nical background by the use of color 
charts with which she supported her 
idea. 

“It has been said that the English 
language is a conglomerate of Latin 
words bound together in Saxon ce- 
ment,” she said. “Certain it is that 
our vocabulary finds its foundation 
in the substantial Anglo-Saxon or 
old English. 

“Anglo-Saxon, composed of primi- 
tive, monosyllabic words relating to 
the primary action of the senses, 
may be compared with the primary 
colors in their pure state. We use 
these pure English words for clarity 
and strength. 

“The Latinized words of delicate 
nuances are the tints and shades and 
greyed colors. ‘Hard work makes 
one sweat’ is plain English which 
suggests pure red. ‘Difficult labor 
causes profuse perspiration’ is the 
Latinized version which is a refined 
shade of maroon. Which to use de- 
pends on the audience you are ad- 
dressing.” 


Offers Saxon List 


Miss Seevers presented the adver- 
tising men with a list of Saxon 
words for use when strong copy is 
required. She also offered a list of 
words classified as to the color they 


suggest. Here it is: 
RED: Swelter, Sullen, Sear, 
Quick, Fire, Flame, Burn, Flash, 


Carnal, Lurid, Bold, Fierce, Heat, 
Tumult, Danger, Excitement, War, 
Savage, Aggressive. 

BLUE: Universal, Eternal, 
Twinkle, Sublime, Stars, Cold, Cruel, 
Keen, Rigid, Celestial, Innocence, 
Distance, Infinity, Depth, Space, 
Formality, Intellect, Steel, Divine. 

YELLOW: Halo, Aura, Gay, 
Sunshine, Clever, Cheerful, Bright, 
Glitter, Light, Optimism, Sunny. 


YELLOW-GREEN: Cheap, Bla- 
tant, Bilious, Jealous. 
GREEN: Repose, Ripple, Life, 


Fresh, Cool, Forest, Virility, Stimu- 
late, Tender, Young, Restful, Na- 
ture, Renaissance. 

BLUE-GREEN: Poison, Strident, 
Envy, Harsh. 

VIOLET: Dolorous, Enigma, Sor- 
row, Sentient, Quivering, Lilac, Fra- 
grance, Memories, Mournful, 
Shadow, Sympathy, Tremulous, 
Quaint. 

ORANGE: Brilliant, Sumptuous, 
Opulent, Luscious, Gorgeous, Rich- 


ness, Plump, Succulent, Prosper, 
Money, Warm, Mellow, Glamour, 
Luxury, Glow. 

PURPLE: Power, Pomp, Royal, 


Majestic, Exclusive, Stately, Supe- 
rior, Mystery, Nobility, Old. 

WHITE: Clean, Pain, Lacy, De- 
light, Snow, Silence, Purity, Im- 
maculate, Moral, Child. 

ROSE: Rhythm, Lilt, Laughter, 
Romance, Beauty, Tune, Pleasure, 
Dainty, Delicate, Festive, Love. 

SILVER: Shower, Diamonds, 
Foam, Spray, Airplane, Elan, Elixir, 
Rare, Swift, Rain, Fragile, Violin. 

GREY: Spectre, Subdue, Pallid, 
Ghost, Reserve, Mild, Soft, Gracious, 
Quiet, Sedate, Neutral, Refined. 

BLACK: Dead, Horror, Intense, 
Decay, Sober, Aged, Heavy, Villain, 
Fatal, Vindictive, Hatred, Fear. 


OFFERS NEW THEORY 


Helen Seevers 


Campbell’s Soup 
Sound As Bonds, 


Says Dorrance 


Philadelphia, Pa., July 23—‘“More 
Campbell’s Tomato Soup has been 
consumed during the past twelve 
months than in any previous year 
of the company’s history.” This 
statement has just been issued by 
Arthur C. Dorrance, president of the 
Campbell Soup Company. , 

“At the close of our special sale 
Jast Autumn,” said Mr. Dorrance, 
“there was more Campbell’s Tomato 
Soup in the stocks of dealers, whole- 
sale and retail, than at any other 
one time; while at the last taking 
of stocks in the hands of the trade, 
June 3, 1931, average supplies 
throughout the country were no 
more than enough to meet normal 
requirements during the two months 
before the commencement of the 
packing season. 

“The powerful advertising accorded 
tomato soup, and the merchandising 
support given our distributors has 
justified their confidence. 

“As, in the investment market, 
high grade bonds are now in de- 
mand for the security they offer, 
so, in the grocery field, Campbell’s 
Tomato Soup, with its solid back- 
ground of consumer demand, appeals 
today to the grocer as a sound in- 
vestment for his time and money. 

“In this, as in every previous 
period of business depression, the 
popularity of Campbell’s Soup has 
shown a gratifying increase, and 
our plans make provision for a con- 
tinuance of this upward tendency.” 

The Campbell advertising is han- 
dled by the F. Wallis Armstrong 
Co., of this city. 


Changes in Hearst 
Trade Division 


Joseph H. McGillvra, who for- 
merly represented Red Book from 
the Chicago office, is now with 
American Druggist, covering New 
York City and Pennsylvania. 

Harry H. Doering, who has been 
Western advertising manager of 
Motor for seven years, with head- 
quarters in Detroit, has been made 
advertising manager, with head- 
quarters in New York. 


Loan Groups Advertise 


The Building and Loan Associa- 
tions of Birmingham, Ala., are run- 
ning a six-months campaign to cre- 
ate confidence in this type of sav- 
ings. Silver-Douce, Inc., the agency 
in charge, is using newspapers and 
radio. 


JOIN TO MARKET 
NEW FOOD LINE 


New York, July 23—An innova- 
tion in merchandising has been an- 
nounced by the Maltine Company of 
New York City and Curtice Brothers 
of Rochester, who have joined 
forces in the formation of a new 
company, Certifoods, Inc., to manu- 
facture and distribute a line of 
sieved vegetable food products for 
children and invalids. 


The formation of the new com- 
pany, however, does not in any way 
affect the other products of either 
of the two individual companies. 
Curtice Brothers will continue to 
manufacture and distribute their 
Blue Label food products and the 
Maltine Company will continue their 
Maltine products. 

This alliance gives the Maltine 
Company another vitamin food prod- 
uct for children and Curtice Brothers 
nation-wide distribution by a highly 
trained sales staff. The new company 
will be managed and operated by the 
Maltine Company and the products 
will be distributed throughout the 
drug and grocery fields by their 
sales organization. 

Products of the new company will 
be labeled “Certifoods” and will in- 
clude sieved spinach, carrots, green 
beans, peas, tomatoes and vegetable 
puree. A new and exclusive vacuum 
process is used in processing by 
which all of the vitamin potency of 
the fresh vegetables is retained. Be- 
cause of this process, on which pat- 
ent is pending, Certifoods will be 
sold under a definite guarantee of 
vitamin content. 

James C. Chilcott, vice-president 
of the Maltine Company, will be 
president of Certifoods, Inc. 


Scholl Loses 
Services of 


J.L.Langland 


Chicago, July 23—J. Le Roy 
Langland, who played an important 
part in the merchandising program 
of the Scholl Manufacturing Co., 
Chicago, died at St. Luke’s Hospital 
July 18 at the age of 48 after a 
brief illness. 

Mr. Langland became acquainted 
with Dr. William M. Scholl about 
ten years ago and left the advertis- 
ing staff of Marshall Field & Co. 
to affiliate with the manufacturer of 
foot appliances. 

Much of his work was for the 
Illinois College of Chiropody and 
Foot Surgery, understood to be con- 
trolled by the Scholl Manufacturing 
Company. In 1928, Mr. Langland 
was elected secretary of the school, 
in addition to editor of Chiropody 
Records, a position he already held. 

Mr. Langland’s early newspaper 
work brought him into contact with 
men in the public eye and many of 
them became his close friends. 
Among these was Victor Berger, 
Wisconsin socialist leader. 

Interment was in Milwaukee, 
where Mr. Langland was born. 


FREE DISPLAYS ON “OUTDOOR GIRL” 


Part of the elabora/e window display being sent by the 
Crystal Chemical Co.;New York, to all druggists asking for 
it. The company, producing beauty products and Z. B. T. 
Baby Talcum, recently entered the national advertising field. 
The United Advertising Agency handles the account. 


“Merchandise Manager” 


Issues First Edition 

The first issue of the Merchandise 
Manager, New York, has appeared, 
dated July. 

A feature is an article by A. G. 
Jarvis, merchandise manager of the 
Edward Malley Company, New Ha- 
ven, who asserts that a tremendous 
market is waiting to be created by 
the ensemble idea. 


Lehn & Fink Choose 


Erwin, Wasey & Co. 
Lehn & Fink have placed the ad- 
vertising of Hinds Honey and AlIl- 
mond Cream with Erwin, Wasey & 
Co., New York. A. L. Miller is the 
account executive. 
The first copy from the new 
agency will appear in the fall. 


Start “Newsdom” 
Newsdom has been started as a 
weekly tabloid at 55 Frankfort 
street, New York, to give employ- 
ment to newspaper men without jobs. 
The subscription price is $1 per 
month. 


Cigar Account Moves 
The Congress Cigar Co., Philadel- 
phia, has placed the La Palina ac- 
count with Batten, Barton, Durstine 
& Osborn, New York, A. B. Chi- 
quoine being the account executive. 


Represents “Index” 


Ashley Kennedy has become Chi- 
cago representative for the Furni- 
ture Publishing Corp., Jamestown, 
N. Y., publishers of Furniture In- 
dex, Metalcraft and Wood Working 
Industries. 


Paper Holds School 


The Upholsterer and Interior Dec- 
orator, New York, held it annual 
school of interior decorating this 
week, with 35 students attending 
from 12 states. John W. Stephen- 
son, editor, was in charge. 


Win Lydia O’Leary 
Cutajar & Provost, New York, are 
now handling the advertising of 
Lydia O’Leary, manufacturer of 
cae a skin paint for blem- 
ishes. 


Outing for E. A. A. 


The Engineering Advertisers’ As- 
sociation, Chicago, will hold its an- 
nual outing at the University Golf 
Club August 19. H. L. Delander is 
in charge. 


New Agency Gets Two 


Kendrick Watson, Advertising, re- 
cently formed at Tulsa, Okla., has 
secured the advertising of the Nick 
O Time Nicholson Clock Co., and 
Ward Chemical Corp., both of Tulsa. 


Any buyer of space who will give himself the 
pleasure of glancing through every issue of 
Li f’e for just one month must certainly 
discover the many reasons why more than 
a million people read Tu i £°@€ each week .. 


* The kind of pleasure that appeals to the mass of the class. 
income group of $10,000 and over. 
to the $3,000 to $5,000 group. 


Sixteen percent of Life’s circulation goes to the 
Thirty-one percent to the $5,000 to $10,000 group. 


Thirty-three percent 


No other publication can take the place of Life on your class-market list. 
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ADVERTISING AGE 


Increase Milk Margin 
Boston milk distributors have 
agreed to pay one cent a quart more 
to producers not later than August 
1, the price to the consumer remain- 
ing the same. 


Reduce Cigarette Tax 
German smokers began rolling 
their own because of the high tax 
on cigarettes, and the Government 
has reduced the levy, the Depart- 
ment of Commerce reports. 


Tuthill Adds Account 
The Swimming Pool Construction 
Co., New York, has engaged the 
Tuthill Advertising Agency, of that 
city, to service its account. 


Joins Chambers Agency 
Roger Thayer Stone has joined 
the Chambers Agency, New Orleans. 


How You Can Reach the 


Student Billion! 


College students spend a 
billion dollarsa year! The 
direct route to this big 
and impressionable mar- 
ket is through the college 
newspaper! 


Let us tell you how. 


Ask wr copy 


o 
The Collegiate 
Salesman. 


™ Established 1913 


Collegiate Special Ady. Agency, Inc. 


NEW YORK CHICAGO 
18 East 4I1st Street 612 N. Michigan Ave. 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK -+ 310 East 45th St. 
CHICAGO + 210 So. Despliaine St. 


and 34 other cities 


eHANJON: 


Electrical Transcription Service 


UNDER SOUTHERN SKIES 


The Sunny South—with melody— 
tradition—Plantation days—Negro 

irituals—banjos strumming and 
shuffling feet—ell entertainingly 


presen 
thern atm y 
Plaintive, lovable, enjoyable. 


A series of thirteen Electrical 


Transcriptions especially made for 

Radio ek now ready for 

tribution to advertisers and agencies 
broadcast. 


Full commission to advertising | 
agencies. 


e 
THE HANJON COMPANY 
Incorporated 


29 West 57th St. 
New York City, N. Y. 


July 25, 1931 


NEW TAX HITS 
NEWSPAPERS, 
TRADE PAPERS 


(Continued from Page 1) 


than 5 cents, since distributors will 
endeavor to protect themselves 
against unsold copies on which they 
have paid duty. 

He pointed out that the proposed 
schedule does not cover magazines 
mailed in the United States as third- 
class matter. 

In explaining the new tax to the 
House of Commons, Premier Bennett 
said it is merely an extension of the 
principle in effect in the United 
States that magazines are subject to 
a higher rate of postage because of 
their advertising content. 


Explains Basis 


He continued: 

“For 25 or 30 years Canada has 
imposed a tariff on advertising mat- 
ter amounting to 15 cents per pound 
and not less than 35 per cent ad 
valorem. 

“But amazing as it may sound, 
the most potent advertising, that in 
magazines and newspapers, has been 
free from a tariff. Our great neigh- 
bor on the South early learned this 
condition was undesirable, and im- 
posed a tax on advertising in such 
periodicals, providing that wherever 
the amount of advertising exceeded 
5 per cent, a graduated rate should 
apply. 

“That rate was determined by the 
zone distances that established the 
rate in parcel post transmission. 
The publications we are seeking to 
reach average about 45 per cent ad- 
vertising content and the average 
postage paid as a surtax in the 
United States amounts to 2.45 cents, 
a slightly higher rate than we have 
fixed. 

“Circulations of these United 

States publications in Canada are 
tremendous, the total being placed 
at 1,400,000 copies per issue, as 
against 950,000 for Canadian maga- 
zines.” 
Objection to the new duties was 
led by the Rt. Hon. Mackenzie King, 
opposition leader. He referred to 
the duty as a tax on international 
good will. In a more practical vein, 
he suggested that American tourists 
who are unable to secure their fa- 
vorite magazines may decide to 
confine future travels to their own 
country. 


Fear Retaliation 


He also wondered whether Amer- 
ican editors might not reject con- 
tributions from Canadian authors, 
and, growing even more concerned, 
asked what the effect on the Cana- 
dian paper industry would be. 

In replying, Premier Bennett said 
that while the United States permits 
newsprint to enter free because it is 
needed, it imposes a 40 per cent 
tariff on magazine paper “so that 
we sell them practically none.” 

He said the tax, as proposed, 
would provide a revenue of $100,000 
per month. 

The debate on the new measure 
indicated that the Canadian Maga- 
zine Publishers Association favored 
a tax on the advertising content of 
foreign periodicals. Several speak- 
ers expressed regret that no way has 
yet been uncovered to tax advertis- 
ing coming into Canada by radio. 

Premier Bennett explained the 
tax on comic sections as an effort 
to protect Canadian youth rather 
than as a revenue measure. 

“What will be the attitude of 
mind and the character of the rising 
generation which is permitted to 
read the comic strips?” he demanded. 

“Children seven, eight, nine and 
ten years of age are permitted to 
read those strips, which magnify 
every device to which youngsters 
might resort to cheat, to circumvent 
their elders, and to make them think 
that to lie is a virtue. 

“While the charge of 15 cents in 
addition to the ordinary price upon 
that sort of thing will not prohibit, 
it will render it not so easy for the 


NEW HOME OF “WORLD-TELEGRAM” 
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The New York daily got into its new quarters last week. 


‘World’ s Work’ 
Elaborates on 
Rate Decrease 


New York, July 283—F. N. Double- 
day, chairman of the board of 
Doubleday, Doran & Co., publisher 
of World’s Work, has issued a state- 
ment explaining the reduction in ad- 
vertising rates reported briefly in 
ADVERTISING AGE of July 18. 

“For a long time,” said Mr. 
Doubleday, “we have believed the 
advertiser paid an undue share of 
the cost of publication. 

“Having eliminated the waste cir- 
culation which is also the expensive 
circulation because it is more costly 
to get, we propose to give adver- 
tisers the benefit of this more effi- 
cient management and at the same 
time make available a list of loyal 
readers that is of the utmost value.” 

Mr. Doubleday said that in spite 
of a reduction of $200 in its page 
rates, the publication would main- 
tain prices on all subscription and 
newsstand sales without premiums. 

“We are proud to bring World’s 
Work into line with the best think- 
ing in present-day advertising,” he 
concluded. 

World’s Work was the second mag- 
azine to announce a rate reduction, 
Pictorial Review being the other. 


Expect Sale of Daily 
Intimation that the Louisville 
Herald-Post might be sold before 
August 24 was made by the referee 
in bankruptcy. 


head of the house to provide such 
literature for Sunday reading.” 

The debate on magazines which 
depend almost wholly on circulation 
for profit went as follows: 


Mr. YOUNG: The other day I 
went into a newsstand and said, “I 
want the most immoral magazine 
you have that comes from the United 
States.” 

An hon. MEMBER: Order. 


Mr. STEVENS: Why did not the 
hon. gentleman judge for himself? 


Not So Easy 


Mr. YOUNG: The news dealer 
gave me a magazine entitled Gun 
Molls, in which I found that the 
heroines of the stories are depicted 
as being the mistresses of Chicago 
gangsters. The picture on the cover 
is of a girl with a gun in each hand, 
holding up some men at a poker 
table. The story deifies into hero- 
ines these girls who make their liv- 
ing by holding up people at the point 
of a gun. That magazine weighed 
about five ounces, and under the first 
arrangement would have had to pay 
a duty of five cents, while the Sat- 
urday Evening Post, to which no 
exception on moral grounds could be 
taken, would have had to pay a duty 
of from twenty to twenty-five cents. 
Under the terms of the amendment, 
as I understand them, the first mag- 
azine I mentioned would come in 
free. 

Mr. BENNETT: No. It will have 
to pay a duty of fifteen cents. 

Mr. YOUNG: There is very little 
advertising in it. 

Mr. BENNETT: If it comes in 
at all it will have to pay a duty of 
fifteen cents. 


Census Reports on 
Flour Distribution 


Of $1,111,000,000 of flour and 
other grain-mill products sold in 
1929, 40.3 per cent went to whole- 
salers, the Bureau of the Census 
reports. 

Retailers took 27.1 per cent; users, 
23.5 per cent; manufacturers’ own 
wholesale branches, 7.7 per cent and 
their retail branches, 1.4 per cent. 


Salt Lake Chief 
Opposes Free Publicity 


Marion C. Nelson, president of the 
L. S. Gillham Co., and the Salt Lake 
Advertising Club, told the Utah 
Press Association he is opposed to 
free publicity. He urged agencies to 
refrain from using pressure to se- 
cure its insertion. 


Mr. Nelson said advertising copy 


should be less aggressive. 


Dentists Start 
Test Campaign 
in Two Cities 


Scranton, Pa., July 23—Dentists 
in Wilkes-Barre and Scranton have 
started an educational campaign in 
their local newspapers as an experi- 
ment to determine its value to the 
profession. 

The campaign consists of a series 
of 26 articles dealing with various 
phases of educational work which 
they feel should be brought to the 
attention of the public. 

Dentists’ names do not appear in 
the copy and the content does not in 
any way violate the ethical views of 
the profession. Liberal newspaper 
space is being used and paid for by 
the co-operating dentists, each par- 
ticipating on an equal basis. 

The series points out the desir- 
ability of entrusting one’s dental 
work to the ethical practitioner 
without drawing invidious compar- 
isons. The campaign also stresses 
the urgent need for periodic dental 
inspection. 

The campaign is being placed by 
MeNelis-Weir, Inc., who report simi- 
lar newspaper campaigns are to be 
run in a number of other cities in 
the near future. 


Appoint New Agency 
for Society Brand 


Alfred Decker & Cohn, Chicago 
manufacturers of Society Brand 
clothes, have appointed Henri, Hurst 
& McDonald, of that city, to direct 
their advertising. 

A national campaign is planned. 


O. K. Staley Syrup 
The committee on foods, American 
Medical Association, Chicago, has 
approved Staley’s golden table syrup 


and Staley’s crystal white syrup,| = 


made by the A. E. Staley Mfg. Co., 
Decatur, Ill., which may now use the 
A. M. A. seal. 


To Market Mums 


The Bristol-Myers Company, New 
York, has taken over the distribu- 
tion of Mums, a deodorant, from the 
Mum Mfg. Co., of that city. Both 
or are subsidiaries of Drug, 

ne. 


Two New Accounts 


Gottschalk-Humphrey, Inc., At- 
lanta, has been appointed to handle 
the advertising of the Columbus 
(Ga.) Iron Works, argicultural im- 
plements and heaters, and the Hanna 


Mfg. Co., Athens, Ga., baseball bats. 


$1.000.000 
BUSINESS 


at 
Boston Curtain Show 


This large volume of buy- 
ing is but another bit of 
evidence of the interest that 
style has injected into home 
furnishings. To cultivate this 
quickening market, advertise 
in the weekly business news- 
paper that is First in Home 
Furnishings Style: 


RETAILING 


A Fairchild Publication 
8 East 13th St., New York, N. Y. 


Sell Iowa with 


color 


in the 


DES MOINES 
REGISTER AND TRIBUNE 
Color any way you like it . .. one color 
and black in Daily or Sunday news sections 
. four colors in Sunday Rotogravure 
section . . . four colors in Sunday Comic 
and Feature Sections 


Circulation exceeds 245,000 
Daily and 210,000 Sunday 


For Dependable 
Photostat Service 


FA. RUSSO inc. 


230 PARK AVENUE 
60 E. 42nd St. 250 W. Sith St. 
VAnderbilt 3—9975-6-7 
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HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 


MULTIGRAPHING, MAILING 
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ENGLISH COUSIN 


Mrs. Frederic Warde 


Feminine Expert 
from England 
Talks on Type 


Chicago, July 21—The perfect type 
is invisible or transparent. The 
reader should not see it, but should 
see through it. If the reader is con- 
scious of the type, there is some- 
thing wrong with it. 

This was the thought left with the 
Society of Typographic Arts today 
by Mrs. Frederic Warde, one of the 
world’s outstanding typographers. 
She is publicity director of the Lan- 
ston Monotype Company, of London, 
England, and a distinguished writer 
on typographic subjects under the 
pseudonym of Paul Beaujon. 

Advancement in the field of typog- 
raphy, Mrs. Warde believes, follows 
a negative course, being simply a 
matter of eliminating the things that 
are wrong. 

“Type does not belong to periods, 
nor is it nationalistic,” she said. “If 
a face is good in Chicago now, it 
will be good in Rome in 1950 and in 
Berlin in 20381.” 

Mrs. Warde said advertising ty- 
pography in England, as in America, 
is suffering at present from the 
“Egyptian” influence. These novel- 
ties, she implied, are not to be taken 
seriously, as advertising typogra- 
phers, having thought transference 
as their ultimate aim, look to book 
faces as standards, since these are 
the types easiest to read. 

“There has been nothing new in 
book type since the days of Bodoni,” 
she said. “Our effort to find some- 
thing new has taught us it is more 
productive to acknowledge the worth 
of old faces that have lived. This is 
incorrectly known a ‘reviving a type 


x,” 


face’. 


David Is St. Paul 
Golf Champion 


Quentin J. David, president and 
treasurer of David, Inc., St. Paul 
agency, was crowned golf champion 
of the Town Criers’ Club at a din- 
ner following the annual golf tour- 
nament at the White Bear Yacht 
Club July 20. Mr. David had a net 
of 67, which won a set of clubs do- 
nated by KSTP. Other winners: 


Low gross, Robert Reay, St. Paul 
Daily News; second low net, Charles 
Moosberger, First National Bank; 
third low net, Stanley Hubbard, 
KSTP; fourth low net, John Fabrini, 
David, Inc.; high net, Fred Schubert, 
Schubert Features; second high ne 
Sam Nemer, Corning, Inc.; thir 
high net, Lynn Rood, Weinhagen & 
Co.; fourth high net, Art White, 
WCCO; low total for blind holes, 
Robert Reay; 


Blind bogey, Louis Melamed, Cor- 
ning, Inc.; best dressed golfer, Dab- 
ney Miller, Nassau Paper Co.; worst 
dressed golfer, Art White; cussing- 
est golfer, Leonard Kimberly, Cor- 
ning, Inc.; bowlegged golfer, Earl 
Jencks, KSTP. 

Consolation prizes were awarded 
to Al Grates, Webb Publishing Co.; 
George Ghizoni and E. H. Becker, 
Catholic Bulletin; Paul Bowen, 
Equitable Life Insurance Co. 


A pedigreed pup was awarded to 
Earl Gammons, vice-president of 
Northwestern Broadcasting, Inc., for 
the best score on three dog-leg holes. 


Prefer Morning Paper 
As the result of a poll of readers 
of Fort Myers, Fla., the Fort Myers 
Tropical News and the Afternoon 
Press, recently merged, will shortly 
be issued as a morning daily. 


Place Jewelry Account 


The Cellinicraft Distributors, 
wholesale jewelers of Milwaukee, 
have placed their advertising with 
Arthur Towell, Inc., of that city. 


Gibson Promoted 


William J. Gibson, service man- 
ager of the Case-Shepperd-Mann 
Pub. Corp., New York, has _ been 
appointed advertising manager of 
Fire Engineering, one of the com- 
pany’s papers. Herman S. Essex be- 
comes production manager. 


ee 


ADVERTISING AGE 


General Motors First 
to Sign for Exposition 

The General Motors Corp., De- 
troit, is the first to sign a contract 
for the erection of a building to 
house its exhibit for the 1933 Cen- 
tury of Progress in Chicago. 

About $1,000,000 will be invested, 
W. S. Knudson, president of the 
Chevrolet Motor Company, said. 


Dell Starts “My Story” 
with September Issue 


The Dell Publishing Company, 
New York, has begun publication 
of My Story with the September 
issue, on sale July 25. 

The magazine will sell for 10 
cents, being the first in the true life 
classification at this price. 


Texas Newspaper 
Publisher Is Dead 


Thomas E. Gaffney, widely known 
Texas newspaper man, died at his 
home in Houston, Texas, last week. 
He served as auditor of the old 
Houston Post from 1890 to 1906, 
when he became business manager 
of the Galveston Tribune under the 
direction of J. McMasters. 

He left the newspaper field in 
1920 but maintained contact with his 
numerous friends. 


Joins Bauerlein 
Stephen F. J. Trabue has joined 
the Bauerlein Advertising Agency, 
New Orleans, as account executive. 
He attended the University of Vir- 
ginia and Harvard. 
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To Advertise Cosmetics 


The Sehl Advertising Agency, Chi- 
cago, has been appointed by Poplar 
& Ruff (Golden Peacock toilet prep- 
arations), Paris, Tenn. The account 
was formerly serviced by the Chi- 
cago office of Erwin, Wasey & Co. 


Farm Papers Merge 


Effective with its August issue, 
Pacific Poultryman, Seattle, will be 
merged with Poultry Craftsman and 
Breeder, Los Angeles. 


Egan Back on Job 


C. J. Egan has returned to the 
Nelson Chesman Company, St. Louis, 
after spending eight months at home 
following an automobile accident. 


“Beauty is in the eye of the beholder.” There are some pretty well established rules and principles in typography—aside from 


these the quality is mainly a matter of opinion and the opinion of the man who pays the bills grades No. 1. ++» Variability of 


opinion makes multiplicity of type faces necessary. Therefore, in one sense, the typographer with the greatest assortment of type, 


rules, and ornaments, is quite sure to be the best typographer. He can give his customers what they want — without argument 


and without delay. +++ But that isn’t the whole story. The best typographer is the one who takes his customer’s ideas and im- 


proves on them— accentuates them — emphasizes them. And when the customer doesn’t know exactly what he wants, is gifted 


with divination, clairvoyance and second sight, so that a pleasing consummation is arrived at swiftly.+ +The L& P plant has, 


LEE & PHILLIPS, INC. +++ +++ Typographers Who Prove It With Proofs 


228 EAST FORTY-FIFTH STREET, NEW YORK ’**7* 7 + TELEPHONE: MURRAY HILL 2-5050 


we believe, the greatest assortment of type faces in New York (which probably means in the world). It possesses every time- 


saving device known to the industry. Its organization and system are such that a full hour's result is delivered for every hour 


charged.» + +This advertisement is No. 8 of a series, showing diversified design. Layout and typography by Lee & Phillips, Inc. 
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NEW YORK BARS 
TRADE NAMES IN 
RADIOLISTINGS 


Newspapers Also Delete Names 
of Sponsors 


(Continued from Page 1) 
we believe, not be satisfactory, and 
any form which meets these ends 
should win reader approbation.” 

George B. Parker, editor-in-chief 
of the Scripps-Howard Newspapers, 
explained that in the early days of 
radio, program numbers were iden- 
tifiable by the sponsorship, radio tal- 
ent being somewhat obscure. 

“That condition has changed. To- 
day ‘the play’s the thing’ rather than 
the producer. Accordingly, the in- 
terest of the reader runs to the tal- 
ent rather than to the sponsor. If 
the talent is good enough to be 
worth news space at all, it is good 
enough to be mentioned in the pro- 
gram. 

“The radio listener is much more 
interested in who the speaker will 
be, who the singer will be, who the 
orchestra leader will be, than he is 
in what breakfast food company or 
what shoe company may be sponsor- 
ing the performance. 

“So long as the sponsor was the 
only source of identification, it nat- 
urally was the duty of the newspaper 
to give the best identification pos- 
sible. The best identification possible 
is no longer the sponsor. The talent 
has grown to be bigger in news in- 
terest than the sponsor. Hence the 
program should feature the talent. 

“It is all a part of the process of 
evolution that radio broadcasting 
has been going through as it relates 
to the reading public. Scripps- 
Howard newspapers, generally, have 
been answering to that evolution in 


NEW CHAIN SERVICE 


Children’s ». 
Change Envelope 


For your protection 


ITEMIZED RECEIPT OF 
PURCHASES. 


NATIONAL TEA CO 


“ 
Jren Neves 


ty ANID Quality agent x“ = 


The National Tea Company 
is encouraging mothers to send 
children to its stores by the use 
of this new change envelope. 


their handling of radio programs in 
the last couple of years. The policy 
in New York is the same as that 
which has been followed for months 
by papers in Pittsburgh, Cleveland, 
Cincinnati, Denver and other cities.” 


Cleveland Attitude 


A spokesman for Cleveland news- 
papers said last January, when the 
new policy was adopted: 

“This is merely an extension of 
the policy used in the operation of 
newspaper dramatic pages for half 
a century. 


“It is assumed upon the dramatic 
pages that the readers are inter- 
ested in the shows and the stars, not 
in the financial backers of the shows 
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» the owners of the real estate 
| upon which the theaters stand. 


“It is perfectly true that the activ- 
ities of certain producers and man- 
| agers—Belasco or Morris Gest— 
for example, make news and, there- 
fore, is printed as such. 


“In just the same way, the activ- 
ities of a sponsor originating a new 
is news, and as such is 
printed in our radio news columns. 
Several such items appear every day. 


Desired Information 


“But the listing of radio programs 
is another thing. The reader is en- 
titled in the listing of a radio pro- 
gram to the news which he wishes. 

“This is that Paul Whiteman, or 
Amos ’n’ Andy, or Gene and Glen 
are on the air at a particular time. 
This fact, and not the name of the 
sponsor, is used. 


“The reason that the sponsor hires 
Amos ’n’ Andy, or Paul Whiteman, 
is because he believes they are the 
type who will attract listeners to 
his program. When he hires them, 
he is admitting that they are im- 
portant. 


“In brief, the radio programs 
should list those facts which are of 
most value to the reader. They are 
the names of the performers and 
not the sponsors. 

“If the sponsor will give this care- 
ful thought, much as he likes to see 
his own name in print, he will realize 
that this policy is much to his own 
advantage. The reader running down 
a list of programs in the paper is 
much more likely to be attracted by 
the name of Paul Whiteman or 
Amos ’n’ Andy than he is by the 
name of a tooth paste company or 
a breakfast food manufacturer. 


Seeks Entertainment 


“This is no reflection upon the 
tooth paste or the breakfast food. 
The point is that the radio fan, 
when he is seated before his radio, 
is not seeking a brand of tooth paste. 
He is seeking entertainment. The 
name of Paul Whiteman or Amos ’n’ 
Andy, or any one of the many others, 
has definite entertainment value. 
Therefore, the sponsor, desiring the 
maximum audience for his program. 
will get it through newspaper list- 
ings. There is plenty of time for 
the sponsor to get in his advertising 
over the air when he has attracted 
the listener to his program. 


“A sponsor must keep in mind that 
he cannot succeed with radio adver- 
tising unless he gets an audience. 
Of course he knows this. That is 
why he hires stars. Newspapers help 
him get his audience when it lists 
the names of these stars.” 


MERGER FIGURE 


Frank B. Amos 


Frank B. Amos, director of the 
overseas division of George Harri- 
son Phelps, Inc., who becomes vice- 
president of Dorland International 


‘FOR BEAUTY, 
DRINK MILK’ 


Milwaukee, Wis., July 23—The 
Allen Rieselbach Agency has injected 
a beauty appeal into the campaign 


of the Milwaukee Dairy Council. 


The copy which has been running 
for a year, has featured the food 


value of milk heretofore. 


Seven local newspapers and 35 
posters, eight of which are illumi- 
nated, are being used. The outdoor 
copy is changed every 60 days, 
while at least two newspapers are 
being used daily. 


The campaign is shared on an 


equal basis by the 4,000 milk pro- 


ducers in Milwaukee County and all 
dealers in the Milwaukee territory. 

The success of the campaign is in- 
dicated by a report from the Depart- 
ment of Markets at Madison, show- 
ing consumption of fluid milk to be 
greater than a year ago. 

Some of the captions to be used in 
the beauty copy are: “Milk works 
wonders in glorifying the American 
girl’; “Find hidden beauty—refuel 
with milk.” 


Joins “Moose” 
Moose Magazine, Chicago, an- 
nounces the appointment of Ernest 
G. Aldrich as advertising manager. 


CONSOLIDATION 
FORMS BIGGEST 
FOREIGN AGENCY 


New York, July 23—Creating 7 


what is heralded as the largest ex- 
port advertising agency in the 
world, a merger has been effected 
between Dorland International, Inc., 


of New York, and the foreign adver- | 


tising department of George Harri- 


y 
: 


son Phelps, Inc., of Detroit, under 7 


the former’s name. 


Howard S. Hadden, who has been 
president and treasurer of Dorland 
International, becomes chairman of 
the board and treasurer of the new 
organization. George Harrison 
Phelps, president of the Detroit 
agency, becomes president and gen- 
eral manager of Dorland Interna- 
tional, while continuing to direct his 
own organization. 


Other officers are Thomas M. 
Quinn, Frank B. Amos and J. FE. 


Wingate, vice-presidents; Thomas 
M. Quinn, secretary. 
The merged organization will 


operate branch offices in London, 
Paris, Berlin and other foreign cen- 
ters. Dorland has been identified 
with foreign advertising for nearly 
50 years. While George Harrison 
Phelps, Inc., is a more recent comer, 
it has been highly successful in the 
foreign field under the immediate 
direction of Mr. Amos. 

Dorland International has handled 
the foreign advertising of McKesson 
& Robbins, Nash Motors Co., Pack- 
ard Motor Export Corp., Parke, 
Davis & Co., W. A. Sheaffer Pen 
Co., the Kellogg Company, Electric 
Storage Battery Co., and others. 


More Work for Hill 


Weston Hill, who recently joined 


Van Sant, Dugdale & Corner, Inc., © 


Baltimore advertising agency, as 
sales promotion manager, has also 
been placed in charge of the plans 
and media department. 


Plan New Annual 


The American Society of Refrig- 
erating Engineers, New York, has 
announced a new annual, Refrig- 
erating Data Book and Catalog. 


Issue New Manual 


The Conlon Corp., electric appli- 
ances, Chicago, has issued a mer- 
chandising manual for dealers, fea- 
turing methods of selling to women. 


OFFICES OF WELL KNOWN ADVERTISING MEN—VI 
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